The Ghatt Law Group
2 Wisconsin Circle, Suite 700

Chevy Chase, Maryland 20815
240-235-5028 (t) 301-476-4531 (f)
www.ghattlawgroup.com
jeneba@ghattlawgroup.com

VIA ELECTRONIC FILING
March 31, 2009
Marlene H. Dortch, Secretary
Federal Communications Commission
455 12th Street, SW
Washington, D.C. 20544

Re: Request for acceptance of filing in GN Docket 07-57, Nunc Pro Tunc

Dear Ms. Dortch:

| am writing to request that the Media Bureau accept the attached filing of iClick2Media and
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Summary

iClick2 Media is a production and distribution company that specializes in
making content available on various digital formats and mediums. Alphastar is an FCC-
licensed domestic fixed satellite company authorized to uplink and downlink in the Ku-
band, and downlink in C-band. The two companies have formed a joint venture termed
American Independent Radio or AIR, through which they are seeking to serve as the sole
designated entity that would manage all independent supplier and content looking to get
carriage on the Sirius XM set aside. In the alternative, AIR is seeking to be named the
independent trustee to manage and aggregate the programming content from third party
content suppliers that will be made available on the independent channel allotment.
Given the flaws in lotteries, and first-come, first —serve alocations, in that they do not
guarantee the best, unique and innovative content to be awarded slots, the selection of an

independent trustee is the best case alternative.

In addition, the Commission needs to be mindful of a decision to adopt a
definition of Qualified Entity that encompasses race classifications. There are already
indications on the record that there are interested parties that may challenge any decision
to use such a race-based definition in its Order. To remove itself from the taint of
selecting leasees based on race, the Commission may be best advised to permit an entity
like AIR to act in that independent trustee role and select the applicants. In the
alternative, since Sirius XM came up with the definition in the first place, a solution may
be to authorize Sirius XM to select the designated entity. It is AIRs wish that it be that

entity.



AIR is uniquely qualified and positioned to be a true independent entity to
administer all of the 24 channels because through AlphaStar it has the unique
transmission facilities, studios, satellites and equipment to prepare the independent
content it would aggregate from the independent content, and to source, encode, package

and prepare it for delivery onto the Sirius XM satellite head end.

AIR has committed to adopt a quasi-public process in selecting the date of
applicants. It will encourage participation from the pubic in helping it finalize the
selection criteria, the selection committee that will determine which supplier programmer
gets on air and will permit comment and review of the ultimate applicants selected before

the November 2009 proposed launch.



Beforethe
Federal Communications Commission
Washington, D.C. 20554

In the Matter of

I mplementation of Sirius-XM Merger

Condition That Four Percent of Audio Channels
Be Leased To Qualified Entities and Extends the
Deadline for Compliance with This Condition

MB-07-57
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To the Media Bureau:

Comments of
iIClick2ZMedia, Inc. and Alphastar International, Inc.

iClick2Media, Inc. and AlphaStar International Inc. submit these comments in the
above-captioned proceeding in response to the Media Bureau’s request for input on the
Implementation of Sirius-XM Merger Condition that Four Percent of Audio Channels Be
Leased To Qualified Entities and Extends the Deadline For Compliance.* This request
asks for input on a range of implementation issues, including (1) the definition of a
Qualified Entity or Entities, (2) the process for establishing eligibility including the
technical and financial qualifications of lessees, (3) the criteria for selecting among
competing applicants where demand exceeds supply, (4) the technical aspects of
alocation capacity to lessees, (5) the duration of the long-term lease, as well as other

terms and conditions of services.

iClick2 Media is a production and distribution company that specializes in
making content available on various digital formats and mediums. Alphastar is an FCC-
licensed domestic fixed satellite company authorized to uplink and downlink in the Ku-

! Public Notice, “Media Bureau Seeks Comment on Implementation of Sirius-NM Merger Condition” MB
Docket No. 07-57, February 27, 2009/



band, and downlink in C-band. The company was one of the few original Direct-to-Home
satellite services to serve rural parts of America, including Alaska, Hawaii and Puerto
Rico. AlphaStar is preparing to launch a hybrid satellite/terrestrial broadband wireless
service. The two companies have partnered to form a venture it will call American
Independent Radio or AIR, with the intention of serving as the sole designated entity
and the independent trustee to manage and aggregate the programming content from third
party content suppliers that will be made available on the independent channel allotment.

The below comments summarize why the Commission should elect an
independent trustee or a sole designated entity to manage the content, and in particular,
why AIR should be that one selected entity.

I Sedlecting AIR would Foster Competition through the Creation of an

Entirely Independent Entity Capable of Managing, Aggregating and
Preparing Unaffiliated Content for Transmission

The Commission seeks comment on “whether there should be a single lessee or
multiple lessees’, whether Sirius XM should be part of the selection process, and if not
who should make the selection.? AIR proposes that one entity be the lessee or trustee for
selecting the sub-leasees. If the Commission is so inclined to select this option, AIR
proposes that it be named the sole leasee or trustee. AIR is not proposing to produce
content, per se, unless required® and therefore it is requesting to be the leasee for the
limited purpose of serving as the independent trustee, if you will, to manage the content.
For the purpose of this comment, AIR will refer to the program or content suppliers or
programmers as “independent content programmers.” AIR shall designate, or assemble a
board, committee, or entity, who's only purpose will be to decide how and who to
allocate a channel or atime share on a channel.

a AIR is uniquely qualified and postioned to be a true independent

entity to administer all of the 24 channels.
The Commissions asks for input on establishing the technical financial eligibility of

leasees* Certainly, the selected entity should possess previous radio management and

2 public Notice at para 3.
3 In circumstances, where necessary, AIR hasthe capacity to create content, if needed.
* Public Notice at para3.



investment history, financial capability and reflect diversity of ownership, for attribution
purposes; accordingly, those who have a current ownership interest in terrestrial assets
and satellite radio should be given secondary treatment to those with no interest. If the
godl is to advance new entrants and opportunities for those traditionally locked out of
media ownership opportunities, the Commission should consider limiting the eligible
entity in this way. AIR possesses the management and financial capability of being the
sole designated entity and is prepared immediately to present the background and
experiences of its Board of Advisors and Directors, in addition to its financial
qualifications. As previously stated on the record by Alphastar®, the AIR initiative has the
financial resources to launch the service within months of being awarded the lease. AIR
is even uniquely positioned to serve as the independent entity, if only for the fact that it
has an exigting satellite uplink service and other facility capabilities to handle and prepare
the content for transmission to the Sirius head end. This reality makes AIR a fully
independent entity which would completely eliminate the need for Sirius XM to have to
handle the content in any respects, and thereby maintaining the integrity of the
independent status.

Before the Commission even approved the Sirius-XM merger, Alphastar came
forth to expressits interest in managing an independent set-aside if the conditions of the

merger so dictated.® In its communications, Alphastar argued that

5 Letter from Jeneba Jalloh Ghatt, Counsel to AlphaStar, to Kevin J. Martin, Chairman, FCC (Jul. 16, 2008)
at 1 (advocating that an independent entity administer leased capacity); see also Letter from Jeneba Jdloh
Ghatt, Counsdl to AlphaStar, to Rudy Brioche, Legal Counsdl for Media | ssues to Commissioner Adelstein,
FCC (Jul. 23, 2008) at 1.

® Letter from Jeneba Jalloh Ghatt, Counsel to AlphaStar, to Kevin J. Martin, Chairman, FCC (Jul. 16, 2008)
at 1 (advocating that an independent entity administer leased capacity); see also Letter from Jeneba Jdloh
Ghatt, Counsdl to AlphaStar, to Rudy Brioche, Legal Counsdl for Media | ssues to Commissioner Adelstein,
FCC (Jul. 23, 2008) at 1.



(1) were the FCC to approve the merger and require a set aside of
channels for minority programming, Alphastar, as a licensed FCC satellite
broadcasting company, has the infrastructure to provide this service and is
ready and capable to lease and/or administer the leasing of a portion of
spectrum from the merged entity immediately; (2) the company is
prepared to administer the lease exclusively to/for women, minority, small
business, noncommercial and ethnic minority program providers, and in
short will truly offer diversity in programming; (3) Alphastar would be
entirely independent of XM/Sirius because it has a fixed domestic satellite
license capable of uplink to the XM/Sirius satellite without relying on
XM/Sirius in any respects; (4) the company would use its leased-capacity
to expand service offerings beyond radio because it also has a license to
provide video content and broadband access, and has a built-out facility
that links into the fixed wireless spectrum; (5) Alphastar is willing to talk
with XM/Sirius and has value added services to offer both companies or a
merged entity; and finally, (6) the company has access to program content
providers and funding to accomplish all it has proposed.”

The reasons expressed in those earlier filings ill hold true today. AlphaStar sits
on 12 acres of land in Oxford, Connecticut and is one of only a dozen world-wide fully-
equipped satellite stations capable of receiving and broadcasting satellite signals. It has
unlimited capabilities in data transmission, data Storage, internet and wireless
communications and functioning, as well as other services. Itsfacility is ableto produce,
originate and playback content. It has the capacity to create ad insertion; encode and
digitize content to fit any format; monitor video and audio content; redistribute satellite
feeds to fiber networks and vice versa; and to feed satellite content to |SPs, cable head
ends, wireless systems, and receiver technology at corporations and ingtitutions.
AlphaStar has the ability to uplink and downlink feed in the Ku-Band, C-Banand VSA in
both analog and digital format. It can stream live events and link to terrestrial customers.

Since making its initial intentions and interest on this docket, AlphaStar has
partnered with iClick2Media, a minority owned media company with principals and

board members with entrenched experience in media and radio marketing and promotion.

“1d.



iClick2Media has agreed to undertake the task of processing inquiries and applicants
from content suppliers wishing to gain access to the independent channels. AIR has
identified sources of funding to support the launch of the service to select a board that
will choose independent content programmers to appear on the channel allocations. AIR
would use preliminary seed funding to prepare AlphaStar’s facilities to begin managing
and preparing the independent programming.

b. AIR Proposesto Adopt Procedures That Will Encourage Unique and
Diverse Content

For years, the Commission has acknowledged the importance of diversity in
viewpoints, outlets, programming and minority ownership.® Courts have upheld the
Commission's authority to promote diversity®, recognizing that diversity in broadcasting
fosters more competition and quality programming that is essential to our democracy.
Indeed, the foundation of the public interest standard is rooted in the ideals of

competition, localism and diversity which underlie our system of broadcast regulation.

8 Seeeg., Statement of Policy on Minority Ownership Of Broadcasting Facilities, 68 FCC2d 979,
981(1978) (“Adequate representation of minority viewpointsin programming serves not only the needs and
interests of the minority community but aso enriches and educates the non-minority audience. It enhances
the diversified programming which is akey objective not only of the Communications Act of 1934 but also
of the First Amendment.”); Amendment of Section 73.3555 of the Commission’s Rules, the Broadcast
Multiple Ownership Rules, 4 FCC Rcd 1723, 1724 17 (1989) (“ Although one of the ructural purposes
underlying our multiple ownership rules isto encourage diversity in the ownership of broadcast stations,
we have encouraged ownership diversity as a means of promoting diversity of program sources and
viewpoints not asan end in itself”); 2002 Biennid Regulatory Review, Report and Order, 18 FCC Rcd
13620, 13630 1130 (2003), aff’ d in part and remanded in part, Prometheus Radio Project v. FCC, 373 F.3d
372 (3d Cir. 2004)stay modified on rehearing, No. 03-3388 (3d Cir., September 3, 2004), cert. denied, 125
S. Ct. 2902 (2005) (agreeing with the Commission that “protecting diversity is a permissible policy”
objective, noting that “[i]n the context of the regulation of broadcasting, ‘the public interest’ has
historically embraced diversity”) (citation omitted).

o See, eg. FCC v. Nationa Citizens Committee for Broadcasting 436 U.S. 775, 795 (1978) (affirming the
Commission’ sauthority “to conclude that the maximum benefit to the public interest would follow from
all ocation of broadcast licenses so asto promote diversification of the mass media as awhole”) (internal
guotations omitted); Metropolitan Council of NAACP Branchesv. FCC, 46 F.3d 1154, 1162 (D.C. Cir.
1992) citing id. at 794-795 (discussing the Commission’s broad authority “to determine where the public
interest liesin the regulation of broadcagting to foster diversity”); Fox Teevison Stationsv. FCC, 280
F.3d. 1027, 1042-43 (D.C. Cir. 2002).



To further those goals, the Commission, under sections 307 and 309 of the
Communications Act, may grant the use of a broadcast frequency for alimited term to an

applicant that demonstrates that the proposed service would serve “the public interest,

convenience, and necessity.” *°

AIR proposesto carry out the public interest obligations by providing a new range
of unique programming that offers diverse viewpoints. AIR would require program
providers to broadcast uninterrupted, nonrepeat or rebroadcast of original content. In
addition, the content would and could not aready be available on terrestrial or Satellite
radio. Likewise, the content provider should not have had or currently have arelationship
or agreement whereby is content is made available on a national syndication basis.

c. AIR will adopt a quasi-public process and encour age participation
from the pubic

To facilitate the ease of implementation and consistency, AIR recommends that
the FCC award it the sole authority to orchestrate all 24 channels that would make up the
entire capacity allocated for independent unaffiliated programmers. AIR proposesto step

in and expedite the availahility of diverse content producers and owners on the current
SDARSs satellite network, now owned and managed by the combined Sirius XM entity.

In this era of media consolidation it is ever so important that satellite radio
remains a viable choice for consumers. There is a plethora of exciting, innovative and
diverse content different from what is already available on Sirius XM and terrestrial radio
formats. Internet Radio, for example, defined by Arbitron as Over-the-Air radio station
programming, rebroadcast on the Internet or audio programming available exclusively on
the Internet, numbers in the thousands these days.'* Similarly, Audio podcast is giving
Satellite radio competition for listeners. Audio podcast is the concept of downloading

1047 U.s.C. 58 307, 309 (2000).

M The Infinite Dial 2008 Radio's Digital Platforms, Aribton Listening Report 2008, Online, Satellite, HD Radio®
and Podcasting (http://www.arbitron.com/downloads/digital_radio_study 2008.pdf)



http://www.arbitron.com/downloads/digital_radio_study_2008.pdf)

various types of longer-form online audio programs, in the form of digital files that a listener
can tuneinto at any time. Audio podcasting does not refer to the downloading of individual MP3s
or songs but to the download of program-oriented online audio (such as a talk show or a hosted
music program), usually as an automatic download that can be listened to at the user’s
convenience. According to Arbitron, thirteen percent of Americans age 12 and older reported

listening to online radio in the last week. *

The lack of clear-cut and well defined rules by the Commission is likely the
reason for the slow roll out of these new and innovative alternatives. However, even after
crafting these rules, it could be an onerous and lengthy process before Americans are able
to hear independent radio content. First, the negotiating process for leases of thousands
of applicants could wind up being quite time consuming. It may be safe to assume that
Sirius XM’s priorities are not in uploading independent competitors onto its network. As
the independent aggregator, AIR offers to administer the service, eliminating a barrier to
providing immediate content diversity. AIR would have the sole mission of getting the
content selected and prepared for launch as soon as possible and certainly within 120
days of being selected asthe qualified entity.

Second, selecting AIR may overcome any legal challenges to the congtitutionality
of the Commission deciding on the race or gender of a programmer. Third, AIR may be
able to serve as a mediator between independent content producers and suppliers who
may be mystified by the process of entering into a lease agreement with Sirius XM,
currently amonopoly SDAR provider. During our informal discussions with independent
content supplier, several of them shared their sentiments over feeling intimidated by the
process and unsure about how much financial outlay they will have to expend to prepare
their content for satdlite radio. Still others have expressed concern over potential
discriminatory treatment of their content. This brings us to the fourth reason to assign

AIR the independent trugtee datus. given the independent nature of AlphaStar's

12 Id. Also stating that Over one in seven 25- to 54-year-olds listen to online radio on a weekly
basis. Fifteen percent of Americans age 25-54 are weekly online radio listeners. Online radio delivers
14 percent of persons in the prime 18-49 radio buying demo. In this market, with increased competition
for the listening audience, it is important that the Commission quickly usher the ability for vibrant new
alternatives to the existing content on Sirius XM.

10



transmission facility, content suppliers would not need to deliver their programming to
Sirius XM and fear that their content would be given inferior, degraded, secondary or

discriminatory trestment.

To maintain its autonomy and independence, AIR, and not Sirius XM, would be
responsible to ensure that all content broadcast on the independent channels adhere to the
Commission’s rules related to indecency, US Copyright and digital music royalty laws,
and any public file and inspection rules, as applicable. Also to instill confidence in it as
the selected entity, AIR iswilling to use a trangparent and public process for (1) selecting
the criteriato decide who gets achannel or programming slot allotment; and (2) selecting

aboard that will decide on who should go on air.

To encourage the maximum amount of listeners to the channels, AIR proposes to
make the channels available free-of-charge regardiess of whether or not the listener is a
Sirius XM subscriber.  The universe of listeners would expand to include those with
expired Sirius XM radio subscriptions; those who never activated their radios even
though satellite receivers may have come pre-installed in their automobiles; those with
mobile devices such as laptops and portable phones with satellite enabled transmitters.
The purpose would be to increase the reach of diverse program options as much as

possible.

AIR is prepared to install a process so that within fifteen to thirty days of being
selected, it will have established, (1) apreliminary criteriafor content suppliers; and (2) a
tentative selection board. Following the selection, it would establish a public comment
and in the interim would prepare for launch and work with the tentatively selected
content providers. AIR would make available the bios and background of the persons
selected to be on the committee to the public for review and comment. Within 60 days it
would be prepared to launch and respond to public input regarding the criteria and
selection committee and to begin receiving applications. Thirty days from that date, it

would have tentative selectees which AIR will prepare to launch. The process,

11



throughout, would remain open to review and comment from the public. Under this
scenario, within 120 days of the Commission decision, AIR would be poised to launch
the first round of content suppliers to appear on the independent channel allotment.

If selected, AIR would like to be rewarded the lease for the same period as Sirius
XM holds their license renewal. AIR agrees with arguments made by other parties on
this docket, that for purposes of continuity, an, extensive renewal period would ensure
that economies of scale are realized. The initial investors in AIR would be more willing
to assist in the seed funding if it knew AIR would have ample opportunity to launch and
function without the burden of having to reapply for another lease too soon after it has
begun to offer programming.

Air also proposes that those independent program suppliers be awarded 2-3 year
licensing rights. A shorter renewal period may be warranted for several reasons. First,
since the goal is to maximize the amount of entities that can appear on the channel, it is
more plausible if the original allotted entities are not guaranteed to occupy the space for
too long. Second, a shorter period would allow a program or channel that is not meeting
the needs of the community to potentially be replaced. Also, if there is substantial
opposition to any one provider for violating the public interest, a shorter renewal period
would be an exit means of changing the ineffective or ill-responsive programmer. Third,
for those awarded, if they were subject to a short renewal period, they would be mindful

to maintain the highest quality of content to maintain their positions.

12



AIR would adhere to the one channel, one programmer for the noncommercial
entities as proposed in the Order.”® For the 4% allotment for qualified entities®, AIR
proposes to permit 6 channels to be entirely programmed by a program entity and the
remaining 6 to be divided up into 1, 2-, 3-, 4- 5 and 6- hour block depending on what the
applicant present. The idea behind ingtituting a time-share arrangement is that it may be
cost-prohibitive for some content providers to produce and fill an entire 24 hour block of
programming on an entire channel. Likewise, AIR is aware of a significant number of
quality programs and public affairs programming with large followings that are
independently produced but last no longer than 2 hours, in some instances. If the goal is
to fill the airwaves with a unique and extensive pool of content from diverse sources, one

sure way of accomplishing this goal would be to adopt atime share arrangement.

AIR would use its own resources to market its service to the universe of potential
content providers. Consequently, it would also not rely on Sirius XM to advertise its
alotment, but rather would engage a marketing company to help it promote the channels
as AIR builds its brand. Likewise, the content producers would use their own resources

to promote their channel and would need to generate advertising revenue.

lsSee Applications for Consent to the Transfer of Control of Licenses, XM Satellite Radio Holdings Inc.,
Transferor, to Srius Satdllite Radio Inc., Transferee, 23 FCC Red 12348, 12408, 1 131 (2008) (“Srius-XM
Order™).

MEour percent of the full-time audio channels currently represents six channels on the Sirius platform and
six channels on the XM platform, for atotal of 12 full-time audio channeds. The Applicants stated that, as
digita compression technology enables the combined company to broadcast additional full-time audio
channéds, it will ensure that a Qualified Entity or Entities continue to have accessto four percent of full-
time audio channels on the Sirius platform and on the XM platform, and in no event will the combined
company reserve fewer than six channels on the Sirius platform and six channels on the XM platform. Id. at
12409-10, 1 134; Id. at 12434-35,

App. B.
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. While the Commission should promote its original definition of qualified
entity, it should be mindful to adopt a method that survives scrutiny.

AIR isamajority African-American run company that would indeed meet the
requirements of the proposed definition of qualified entity asindicated in the Order. In
response to the Commission’s plea for comments on the definition of qualified entity,*°
AIR conditionally supportsthe definition particularly given the dearth of minority-owned
businesses that own radio stations in America. Maintaining the current definition in the
Order would certainly respond to the interests of encouraging diverse and new owners of
media. Certainly, the need for diverse voices in mediato protect the public interest is
well documented.”” The most recent statistics, for example (using Free Press 2007
statistics, since the Commission has no reliable statistics of its own) indicate that
minorities own 7.78% of commercial full power radio stations and only 8.5% of small
business-owned commercial full power radio stations.*®

AIR is concerned however, that adopting the current definition may subject the

Commission and the process to unnecessary scrutiny and challenges.™ To be safe, the

A “Quadlified Entity” includes an entity that is majority-owned by persons who are African American,
not of Hispanic origin; Asian or Pacific Islanders; American Indians or Alaskan Natives; or Hispanics. Id.
at 12409, 1134 n.437.

¥ The First Amendment, said “ Judge Learned Hand, presupposes that right conclusions are morelikely to
be gathered out of a multitude of tongues, than through any kind of authoritative selection.” See N.Y.
Timesv.Sullivan, 376 U.S. 254, 270 (1964), citing to United States v. Association Presset al., 52 F. Supp.
362, 372 (S.D. N.Y. 1943).

8 5 s Derek Turner, Off the Dia: Female and Minority Radio Station Ownership in the

United States, Free Press (June 2007) at 16 (“Off the Dia”); Broadcast Diversity Order, 23 FCC

Rcd at 5927 18.

19 The Commission may develop a constitutionally sustainable SDB definition that will remedy the effects
of past discrimination and promote diversity. However, race-conscious government action is subject to
strict scrutiny review and must be narrowly tailored to further a compelling government interest. See,
Adarand Congructorsv. Pefia, 515 U.S. 200, 227 (1995), where the Supreme Court has recognized that
thereis a compelling government interests in remedying the effects of past discrimination and promoting
diversity in higher education.

14



Commission should develop a constitutionally sustainable SDB definition”™ that will
promote diversity. Thereisno doubt that a great majority of minority-owned business in
the United States would satisfy the SBA definition of small business. The obvious
problem with that definition isthat it istoo broad and can be over encompassing to the
point that it dilutes the pool of eligible minority-owned businesses. A socially and
economically disadvantaged business (“SDB”) definition for eligible entities on the other
hand would reach further to promote diversity in media ownership and avoid the

unnecessary congtitutional challenges.

Until the Commission has adopted a definition that can withstand constitutional
muster, it can safely award the responsibility of selecting leasees to AIR, as the
independent trustee and insulate it. Since Sirius-XM came up with the definition itself,
the Commission could permit Sirius-XM, as a private entity, to select AIR or its lessees;

another means of removing the taint of excessive constitutional scrutiny.

1. TheFCC Should Elect a Selection M ethod Based on the Quality of the
applicant seeking the Designated Entity Status.

The Commission seeks comment on the criteria for selecting among competing
applicants where demand exceeds supply.?* The problem with first-come first-serve, is
thereruns arisk that one type of programmer may beat the clock and submit applications
before other can and consume all the license. What is then sacrificed istrue diversity of

programming, even if there may be diverse owners offering one type of content, for

2 See Broadcast Diversity Order, 23 FCC Red at 5950 para. 80.
22 grjus-XM Order, 23 FCC Red at 12408.

15



example-- religious programming. Certainly, the purpose of the set-aside would be
compromised if the independent channels are partitioned off in such a manner.

The adoption of alottery is flawed because it eliminates the possibility of
examining the quality of an applicant. Once an applicant meets the benchmark
requirements, applicants who may be more qualified in terms of financial strength,
technical background or who may even have better quality content stand the chance of
losing out based on arandom process associated with lotteries.

As presented in this comment, AIR is suggesting that the FCC adopt the
independent trustee model. The FCC can borrow from the success of the Federal Trade
Commission which often appoints independent trustees to handle divestitures. The FTC
regularly relies on trugteesto assist in implementing Orders where the FTC approve a
merger. It regularly depends on two types of trustees: Monitor and Divestiture Trustees.
A monitor trustee is an independent third party appointed by the FT C to oversee certain
terms of the consent order. The Commission has required a monitor trustee, sometimes
called an auditor trustee or an interim trustee, in cases where the order imposes
obligations on the respondent of a specialized nature that may result in atemporary
relationship between the respondent and the buyer of divested assets?® A divestiture
trustee is an independent third party appointed by the FTC to divest assets in those cases
in which the respondent has failed to divest assets as required by the FTC’ s order.
Virtually every merger order issued by the FTC includes a provision authorizing the FTC

to appoint a divestiture trustee. The FTC appoints trustees often and has done so

% See, e.g., Dow/Union Carbide, Dkt. No. C-3999; El Paso/Coastal, Dkt. No. C-3996; Boeing Company, Dkt. No. C-
3992; Glaxo/SmithKline Beecham, Dkt. No. C-3990; AOL/TW, Dkt. No. C-3989; Ceridian, Dkt. No. C-3933. The
Commission has dso required a monitor in connection with respondent's obligations in a hold separate order or an
order to maintain assets Seg, e.g., Valerd/UDS Dkt. No. 4031; Exxon/Mobil, Dkt. No. C-3907.
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successfully in the following cases: Louisiana Pacific, Dkt. No. C-2956 (where the court
appointed atrustee to effectuate the required divestiture); Flowers Indugtries Inc., Dkt.
No. 9148; Promodes SA., Dkt. No. 9228; Red Apple Companies, Inc., et al., Dkt. No.
9266; Panhandle Eastern Corp., Dkt. No. 3260; Cooper Industries Inc., Dkt. No. C-
3469; Revco Inc., Dkt. No. C-3540; Rite-Aid Corporation, Dkt. No. C-3546;
Schwegmann Giant Super Markets, Dkt. No. C-3584; Columbia/HCA Healthcare
Corporation, Dkt. No. C-3619; Softsearch Holdings, Inc., Dkt. No. C-3759; Hoechst AG
and Rhone-Poulenc SA. (Aventis SA.), Dkt. No. C-39109.

Typically, the trugtee is paid by those that purchase the spin offs or a combination
of the divested entity and a third party purchaser of services or assets where the spinoff
was a condition of the merger. The pay is usually negotiated between the purchaser of the
assets or the entity to be spun off and the trustee. Many times, it is areasonable fee to
compensate the trustee for itstime, energy, resources and servicesin serving in the
mediator role. Inthis case, for the noncommercial set —asides, the Commission has
aready preliminarily determined that Sirius XM would not be entitled to exceed, for any
channel made available under this subsection, 50 percent of the total direct cogts of
making such channel available.®* AIR would request that it be entitled to recoup a
portion of that fee that equatesto its share to compensate it for the costs of processing
and preparing the content for transmission. To the extent that the Commission has not
required the qualified entity to pay any money for access, AIR proposesto assess a
nominal fee that will be tailored to the amount of air time it receives and will calculate
compensation based on revenue. The fee would not be excessive. The goa of AIR isto

enable diverse alternatives, in an efficient, expedient manner, not to reap excessive

24 See Order at para 65 (quoting 47 CFR 355 (b))
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profits. However, it will incur certain coststo provide the service and could justify that it
receive anominal, but reasonable, return on its investment in providing the service, if
selected as the trustee.

IV. CONCLUSION

For the foregoing reasons, iClick2Media, Inc. and AlphaStar International, Inc,
urge the Commission to adopt its joint venture, American Independent Radio to be the
designated entity or independent trustee to manage and aggregate the independent variety
of content programmers interested in gaining carriage on the set-aside and
noncommercial leased access channels on the Sirius XM platform. iClick2Media and
Alphastar are the best and most qudified entity to implement the independent 24

channels.

Respectfully submitted,

Jeneba jalloh chate
Jeneba Jalloh Ghatt, Esq.
The Ghatt Law Group LLC
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Chevy Chase, Maryland 20815
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Counsdl to iClick2Media, Inc. and
Alphastar International, Inc.
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This White Paper addresses why the Federal Communications Commission should allow
iClick2 Media Inc and AlphaStar’s joint venture, American Independent Radio (AIR), to
serve as a qualified entity and/or trustee to oversee the facilitation of the 4% Capacity set
aside on the Sirius-XM platform for non-affiliated programmers. Through this White
Paper, AIR, also asks the FCC to initiate a rulemaking to permit it to manage the
noncommercial leased access capacity as well. AIR makes these requests because it is
interested in expediting the delivery of diverse and unique content to the SDARs platform
immediately. Given the current market and with the future of satellite radio in its fragile
state, now is the time for the Commission to appoint a qualified entity or trustee like AIR to
accelerate the deployment of unique, diverse and new content onto the satellite radio
stream.

The consolidation of the two entities holding SDARS licenses has created a monopoly for
that portion of the radiofrequency spectrum in the 2.3 GHz S band from 2320 to 2345 MHz.
The argument that the scarcity rationale to support FCC regulation is no longer necessary
because of the menu of audio content options cannot hold water in this case. Red Lion! is
still relevant law and even more so in the recent economic state of all sects of the US
economy. Former Commissioner Gloria Tristani summarized the case for the continued
existence of the scarcity rationale in a May 1, 1998 Speech to the Federal Communications
Bar Association which applies today, “there are still far more citizens who want to speak
over the public airwaves than can be accommodated.”> Low power TV and radio operators,
bidders in spectrum auctions and other applicants clamoring to have a piece of the
spectrum would not be doing so were the scarcity rationale truly extinct, she continued in
the speech. Indeed, the current carve out for unaffiliated qualified entities and
noncommercial entities create a unique opportunity to respond to that problem, if only in a
minor way.

WHAT IS AIR?

AIR stands for American Independent Radio. It is a joint venture between
iClick2Media, a media and marketing company that distributes content to various
digital mediums and AlpaStar International, Inc. an FCC-licensed domestic fixed
satellite service operator. Through its venture, both companies are looking to launch
AIR the qualified entity that would lease the 4% of the combined Sirius-XM channel
capacity set aside for unaffiliated independent content suppliers. If not selected as the
sole designated entity or in addition to being selected as that entity, AIR proposes to
also be the independent trustee that would determine which content producers are
ultimately launched on the independent channels.

! Red Lion Broadcasting Co. v. Federal Communications Commission, 395 U.S. 367 (1969)
2 May 1, 1998 Speech to the Federal Communications Bar Association, “Broadcast Views”



WHY AIR? WHY NOW?

There is an immediate need for diverse content options to what is available on
Terrestrial and Satellite Radio.

- There are limited opportunities for independent diverse content providers to get on
the air today

- The reality is such that only those with significant capital investment can afford to
acquire radio stations through transfer and assignment of licenses, even in the
distressed sale scenario.

- The SDARs spectrum is owned by one entity and therefore there are no opportunities
there other than what is available through the set asides.

Indeed Red Lion states,

“...a license permits broadcasting, but the licensee has no constitutional right
to be the one who holds the license or to monopolize a radio frequency to the
exclusion of his fellow citizens. There is nothing in the First Amendment
which prevents the Government from requiring a licensee to share his
frequency with others and to conduct himself as a proxy or fiduciary with
obligations to present those views and voices which are representative of his
community and present those views which otherwise, by necessity, be barred
from the airwaves.?

The Current Lack of Competition in the Satellite and Terrestrial Radio
Marketplace Means there is a Dearth of Diverse owners

Racial or ethnic minorities own just 7.7 percent of all full-power commercial
broadcast radio stations, though they account for 33 percent of the U.S. population.
Latinos own just 2.9 percent of all U.S. full-power commercial broadcast radio
stations, but they comprise 15 percent of the U.S. population and makeup the
nation’s largest ethnic Minority group.

In 2006 the Free Press released "Out of the Picture, Minority and Female TV
Station Ownership in the United States" an unprecedented report on the effects of
FCC policy and media consolidation. The report found that people of color, who
make up 33% of the national population (and will be more than 50% by 2050), own
just 3.6% of all stations. Its latest study, Off The Dial," released in 2007, found that
women and minorities own just 6 and 7.7% of all broadcast radio stations in the
country respectively. 4

3 Red Lion Broadcasting Co. v. FCC, 395 U.S. 367 (1969)
4 Off the Dial: Female and Minority Radio Station Ownership in the United States, June 2007, S. Derek Turner,
Free Press.



Despite Theories that the Scarcity Rationale no Longer Exists, Radio is Still a
Ubiquitous Medium that is received by Most Americans and therefore it is
important that those who own the Content respond to the needs of their
Diverse Audiences.

However, as a result of consolidation and mergers, the available content
is Homogenized®

o Just fifteen formats make up three-quarters of all commercial
programming. Moreover, radio formats with different names can overlap
up to 80% in terms of the songs played on them

o Over the past decade, Clear Channel, and to a lesser extent,
Viacom/Infinity/CBS Radio have dominated the terrestrial public
airwaves

o Radio station holdings of the ten largest companies in the industry
increased by almost fifteen times from 1985 to 2005. Over that same
period, holdings of the fifty largest companies increased almost sevenfold.

o National concentration of advertising revenue increased from 12 percent
market share for the top four companies

o In terrestrial radio, niche musical formats like Classical, Jazz, American,
Bluegrass, New Rock, and Folk, where they exist, are provided almost
exclusively by smaller station groups.

o Across 155 terrestrial radio markets, radio listenership has declined over
the past fourteen years, a 22% drop since its peak in 1989. The
consolidation allowed by the Telecom Act of 1996 failed to reverse that
trend.

o Commercial radio offers musicians fewer opportunities to get airtime and
offers the public a narrow set of overlapping and homogenized
programming formats.

o With the merger of Sirius and XM, duplicative channel formats have been
consolidated. Several commenters in this docket complained that the
consolidation has caused their favorite channels to be removed from the
combined entity’s line up.

0 At least one commenter complained that he purchased a lifetime
membership to Sirius because of one particular channel and the
elimination of that channel after the merger has left him without
recourse.

Although radio listenership is going down, it is still the most ubiquitous
form of news and entertainment available in all mediums

o0 Today, according to a 2008 Arbitron Radio Report,® far more than 90% of
all consumers 12+years old listen to the radio each week—a higher

5 Future of Music Coalition, 2006 Report “False Premises, False Promises: A Quantitative History of Ownership
Consolidation in the Radio Industry, 2006.

6 An Arbitron Radio Listening Report, The Infinite Dial 2008:Radio's Digital Platforms, 2008
(http://www.arbitron.com/downloads/radiotoday08. pdf)
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penetration than television, magazines, newspapers or the Internet.
Radio reaches people everywhere: at home, at work, in the car and
elsewhere

o AM/FM Radio remains important with the rise of new digital
platforms. AM/FM radio remains vital with consumers. Three quarters
say they will continue to listen to AM/FM radio as much as they do now,
despite increasing advancements in technology. One in five say AM/FM
radio has a big impact on their lives, second only to cell phones. Digital
platform users spend as much time (not less) with over-the-air radio
compared with the average. The broadcast industry should promote and
reinforce its virtues.

The long and the short of it is that radio isn’'t going anywhere. The
spectrum rationale still exists so long as most Americans rely on good old
terrestrial, and to a lesser extent satellite, radio for their news and
information.

Meanwhile, audiences continue to get more and more diverse with each
passing decade’

o

The nation will be more racially and ethnically diverse, as well as much
older, by mid-century, according to projections released by the U.S. Census
Bureau, August 14, 2008. Minorities, now roughly one-third of the U.S.
population, are expected to become the majority in 2042, with the nation
projected to be 54 percent minority in 2050. By 2023, minorities will comprise
of more than half of all children.

In 2030, when all of the baby boomers will be 65 and older, nearly one in five
U.S. residents are expected to be 65 and older. This age group is projected to
increase to 88.5 million in 2050, more than doubling the number in 2008
(38.7 million).

Similarly, the 85 and older population is expected to more than triple, from
5.4 million to 19 million between 2008 and 2050.

By 2050, the minority population — everyone except for non-Hispanic, single-
race whites — is projected to be 235.7 million out of a total U.S. population of
439 million. The nation is projected to reach the 400 million-population
milestones in 2039.

The non-Hispanic, single-race white population is projected to be only slightly
larger in 2050 (203.3 million) than in 2008 (199.8 million). In fact, this group
is projected to lose population in the 2030s and 2040s and comprise 46
percent of the total population in 2050, down from 66 percent in 2008.

Meanwhile, the Hispanic population is projected to nearly triple, from 46.7

7 Off the Dial: Female and Minority Radio Station Ownership in the United States, June 2007, S. Derek Turner,

Free Press at 8.



million to 132.8 million during the 2008-2050 period. Its share of the nation’s
total population is projected to double, from 15 percent to 30 percent. Thus,
nearly one in three U.S. residents will be Hispanic.

0 The black population is projected to increase from 41.1 million, or 14 percent
of the population in 2008, to 65.7 million, or 15 percent in 2050.

0 The Asian population is projected to climb from 15.5 million to 40.6 million.
Its share of the nation’s population is expected to rise from 5.1 percent to 9.2
percent.

o Among the remaining race groups, American Indians and Alaska Natives are
projected to rise from 4.9 million to 8.6 million (or from 1.6 to 2 percent of the
total population). The Native Hawaiian and Other Pacific Islander population
is expected to more than double, from 1.1 million to 2.6 million. The number
of people who identify themselves as being of two or more races is projected to
more than triple, from 5.2 million to 16.2 million.

Reports support the notion that people from a shared ethnicity, race or gender
tend to indeed have listening preferences which are reflected by the choice of
programming broadcast based on the racial classification of the radio station
owner.

In a study that examined the differences in content programmed based on race,® it revealed
that:

o No minority-owned stations aired “Imus in the Morning” at the time of its
cancellation.

o All minority-owned stations and minority-owned talk and news format stations were
significantly less likely to air “The Rush Limbaugh Show," as were female-owned
stations.

o Having a minority- or female-owned station in a market was significantly correlated
with a market airing both conservative and progressive programming.

o Overall, markets that aired both progressive and conservative hosts were
significantly less concentrated than markets that aired just one type of
programming.

These results suggest that diversity in ownership if applied, can lead to diversity in
programming content. This result shows women and minority are in a perilous state of
under-representation of ownership of broadcast media. But policymakers may have
forgotten the reason behind ownership rules and limits on consolidation: increasing
diversity and localism in ownership will produce more diverse speech, more choice for
listeners, and more owners who are responsive to their local communities. However what is
occurring is a massive consolidation and market concentration as one of the key structural
factors keeping women and minorities from accessing the public airwaves.

In response to the decreased opportunities to own media spectrum and

8 1d.



associated businesses and to get independently produced content on the air in
traditional terrestrial and satellite radio stations, Internet Radio , Podcasts and
mobile music technology have sprung up.

o The weekly online radio audience increased in the past year to an estimated 33
million. Thirteen percent of the U.S. population age 12 and older have listened to
online radio in the past week; up from eleven percent (approximately 29 million) in
2007. On a weekly basis, online radio reaches more than one in seven 25- to 54-year
olds (15%).°

o Online radio is the biggest and most developed digital platform. Approximately 54
million Americans listen to online radio monthly.

o New iPod models continue to fuel growth of portable MP3 players. The introduction of
the iPhone and new iPod models continue to propel growth. Nearly four in ten
Americans now own an iPod or other portable MP3 player. Continued growth and
ubiquity means media companies need to have a podcast and iPod/MP3 player
strategy.

THE FUTURE OF SATELLITE RADIO IS NOT GRIM
Industry analysts paint a grim picture of the prospects for satellite radio to succeed.

The 2008 Aribitron-Nielson Media Report on Radio Digital Platform indicate that
Satellite Radio awareness and intent to subscribe has leveled off. The
absence of big programming announcements, ongoing stories about consolidation
and the passage of time since the launch of the services appear to have slowed the
growth of awareness and intent to subscribe to satellite radio.

Sirius XM, at least is not so pessimistic as the industry watchdogs. In its Fourth Quarter
earning reports, Sirius XM boasted that it now has 19,003,856 users and that in the
company’s first full quarter of combined operations, SIRIUS XM made remarkable financial
progress. Mel Karmazin, CEO of SIRIUS said,

For the first time in company history, we reached positive pro forma adjusted
income from operations of $32 million, as compared with a loss of $224
million one year ago. Fourth quarter 2008 revenue of $644 million grew 16%
over the year ago quarter while total cash operating expenses declined by
22%, a clear demonstration of our focus on improving profitability. Despite
challenges in the overall economy and in the auto sector, we look forward to
continuing to deliver on the synergies of the merger. We are also very pleased
to report that we have closed the second and final phase of the previously
announced investment by Liberty Media Corporation. These transactions

9 Arbitron-Nielson Media Research reported. The Infinite Dial 2008: Radio's Digital Platforms



resolve the uncertainty surrounding the company's and its subsidiaries' debt
maturing in 2009."10

During a March 12, 2009 conference call with analysts, Sirius President for Operations and
Sales Jim Meyer said that the company expects a second-quarter launch for an application
that will allow subscribers to stream Sirius XM programming to iPhone and iPod Touches.!!
The company first announced plans for an iPhone application at the company’s shareholder
meeting in December. Meyer says the application will be “a large and interesting
opportunity that will maintain our subscription-based economics while providing customers
easier access to our content through means other than our traditional satellite-based
platform.”12

On the call, CEO Mel Karmazin repeated that the company would no longer be providing
revenue and subscriber guidance. But he did say the company expects to exceed $300
million EBITDA for 2009. And he made a point of noting that previous guidance was that
they would do “approximately $300 million” - the guidance has moved up, in other words.13

Following the call, the stock rose 4 cents.

Indeed, the Feb 17, deal with Liberty Media acquiring debt opens through end of year and
buys company time to seek unique opportunities.'4 The failure of satellite radio will not be
good, but all is not loss.

A March 30, 2009, Business Week article predicts that competition from other media forms
continues to be and is a real threat to satellite radio.’> The article foretells the end of Sirius
XM and satellite radio based on competition from radio services like Pandora, Foneshow,
Stitcher, and Slacker—which enable users to program radio broadcasts to portable and
mobile devices for cheap or free. Notwithstanding the doomsayers, the fact remains that
many Americans do in fact still listen to radio in their cars and not on the Internet. The
2008 Arbitron-Nielsen report on digital radio usage states that “AM/FM Radio remains
important with the rise of new digital platforms and that AM/FM radio remains vital with
consumers.”® According to the report, three quarters say they will continue to listen to
AM/FM radio as much as they do now, despite increasing advancements in technology.t’
Also according to the report, one in five say AM/FM radio has a big impact on their lives,

10 Sirius XM, Fourth Quarter 2008, Investor Report
(http://investor.sirius.com/releasedetail.cfm?ReleaselD=370082)

11 Sirius XM, Call to Subscribers, SII’IUS To Ship |Phones App In Q2 Stock RaIIles March 12, 2009 Eric Savitz,

214,
13 d.
14 http://investor.sirius.com/releasedetail.cfm?Releasel D=365423

15 Serious Threats to Sirius Radio: Web outfits like Pandora, Foneshow, Stitcher, and Slacker broadcast
portable and mobile content that makes Sirius look overpriced and stodgy, Olga Kharif , Business Week,
March 30, 2009.
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second only to cell phones.t® Digital platform users spend as much time (not less) with over-
the-air radio compared with the average. The broadcast industry should promote and
reinforce its virtues.
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THE SOLUTION? A Breath of Fresh AIR:

AMERICAN INDEPENDENT RADIO

1. AIR PROPOSES TO HELP LAUNCH INDEPENDENT SATELLITE RADIO
SOLUTION

AIR is the creation of iClick2Media, Inc. a small media company founded in 2007 by former
attorney and businessman Malik Shakur and AlphaStar, a current FCC-licensed fixed
satellite operator. AIR proposes to assist the FCC by being selected as the designated
entity or selected as the independent trustee to select among qualified entities that will be
rewarded space on the independent capacity. Furthermore, AIR proposes to also manage
and select the noncommercial leased access channels.

2. TRUE INDEPENDENT OPTION
AIR Proposes to be entirely Independent from Sirius XM and to be
Responsible for the Content
Only a limited number of entities or groups are able to take advantage of scarce spectrum
in terrestrial and satellite radio; creative and innovative entrepreneurs and content
providers have turned to the Internet. To be truly independent, AIR would act as a trustee
to those content providers programming on the unaffiliated channels. AIR would take the
full responsibility, not Sirius XM, of ensuring that the content providers on the independent
slot adhere to all FCC rules for satellite providers, leased access public interest obligations,
indecency and copyright laws.

3. AIR PROPOSES TO BE FREE OF CHARGE

If technically feasible, AIR proposes that the independent channel be carried and received
by transmitters whether or not the owners of the transmitters are current paid Sirius XM
subscribers. This provision would maximize the number of listeners that will have access to
the diverse content to be programmed and available. Those with Sirius XM service that
have expired, those having a satellite transmitter in their car that have been deactivated or
never activated, would have an option to receive the channels free as would those with
laptop, mobile device or other hardware with satellite enabled transmitters. Likewise, if
feasible, AIR would propose for its content to be accessible for free via the Internet. Free
access would encourage those content providers with an existing fan base to carte their
loyal listeners to the SiriusXM platform via AIR.

4. AIR PROPOSES TO ADOPT PROCEDURES THAT WILL ENCOURAGE
UNIQUE CONTENT:

The Commission has made a commitment to Diversity. It describes Diversity to include
diversity in viewpoints, outlets, programs, sources and minority ownership. See, e.g. 2002
Biennial Regulatory Review — Review of the Commission’s Broadcast Ownership Rules and
Other Rules Adopted Pursuant to Section 202 of the Telecommunications Act of 1996.
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To be certain that the new range of program made available truly is unique, and diverse,
AIR would require program providers it to be on air to provide uninterrupted, non repeat or
rebroadcast of original content. The content would and could not already be available on
terrestrial or Satellite radio.

Likewise, the content provider should not have had or currently have a relationship or
agreement whereby its content is or has already been made available on a national
syndicated basis. Although the FCC originally resisted a suggestion by commenters in this
docket to limit access for leasing to entities, groups, companies or individuals who have not
had previous relationships with Sirius XM, it should reconsider that position in order to
promote fresh innovative voices and market entrants. The public can benefit from new
innovative content.

5. AIR PROPOSES TO USE TIME SHARING TO MAXIMIZE THE NUMBER OF
VOICES ON THE AIR

Though it has been argued by some on the record that time sharing may dilute the voices
on their impact, the fact of the matter is that there are plenty of content providers out there
that have a very successful 1-, 2-, 3- or 4- hour block of content as it may not be financially
feasible for many to provide 24 hours of programming for one station alone. The
Commission should not want to discourage the producers of quality content with major
following from seeking out a home on the independent channel allotment simply because
they cannot fill an entire channel slot. To eliminate the possibility of repeat programming,
and to encourage the maximum amount of new and diverse content, AIR will use % of the
available 12 channels and divide it up in blocks as an alternative. To maximize the number
of content, AIR proposes to have 6 fully programmable channels available and to divide up
the remaining 6 channels into 1-, 2-, 3- and 4- hour increments.

Licensing Term may or may not be shorter periods in order to make sure the quality of
programming remains high. Also knowing that their license would be up for replacement
would give programmers incentive to continue to produce quality content that is responsive
to the community.

Although many applicants may have already come forth willing and interested in getting on
the AIR, it will be at the expense of SIRIUS XM which may not have the incentive to
prioritize the programming given that it will not be entitled to money to recoup the cost of
handling the content. Given that the monopoly SDARS licensee has other priorities at this
time, AIR is offering to step in and provide a solution and manage the unaffiliated
programmers.

AIR wishes to be the entity to select programming based on a criteria it intends to subject
to public review and comment; and to collect the content, prepare it, encode and package it
for transmission to the Sirius XM Headend to then be uplinked to the Sirius XM Satellite
network. AIR proposes to select a board, including the president and officers of AIR, made
up of interested parties, nonprofit leaders with a demonstrated interest, background,
education and/or training in media, radio communications or other areas. The Board seats
will be slotted for 2-3 year terms and subject to public comment.

11



6. AIR PROPOSES TO BE A SOLUTION TO CONSTITUTIONAL CHALLENGES

The Definition of Qualified Entity. The Commission looks as though it is prepared to
adopt the definition of a Qualified Entity from a past Sirius XM letter: “an entity that is
majority-owned by persons who are African American, not of Hispanic origin; Asian or
Pacific Islanders; American Indians or Alaskan Natives; or Hispanics.” 1 AIR warns the
Commission to tread carefully and to consider adopting a definition of Qualified Entity that
would avoid constitutional scrutiny. AIR, through its comments in the docket, has
submitted a body of studies and reports that support the compelling interest in ensuring
diversity of content and content owners on the scarce satellite spectrum especially given the
current monopoly market for that format. However, it is not certain that if strict scrutiny is
triggered, whether the narrowly tailored prong has been adequately researched, vetted and
prepared to withstand a challenge. To overcome the hurdle, perhaps a solution will be to
define Qualified Entity in terms of socially and economically disadvantaged business
(“SDBs”) as defined by the Small Business Administration. By definition, a substantial
number of minority-owned -businesses are and do qualify as SDBs. They could certify to
that status.

As an alternative, the Commission may be safe to appoint an independent entity, such as
AIR, to administer the appointment of leasees and remove itself from the taint. As a second
alternative, the option remains for Sirius XM, which identified the definition in the first
place, to select the entity or entities to lease capacity. ldeally, AIR would like to be that
candidate.

7. NONCOMMERCIAL EDUCATIONAL AND INSTRUCTIONAL APPLICANT To
also ease the ability of noncommercial entities to be launched on the leased access channel
allotment, AIR proposes to fold in the management of those licenses into the service it is
offering for the 4% capacity for Qualified Entities.

8. EVALUATION

AIR proposes that if it is permitted to be the qualified entity that would lease all of the
available channel allocation for unaffiliated programmers that its lease be for the same
years as satellite broadcast lease terms. AIR would be subject to the same public interest,
public file, indecency, copyright and other relevant rules and regulations that all
broadcasters are subject to, and could be subject to a petition to deny upon renewal by a
member of the public that feels AIR should not get its renewal. AIR proposes that if it is
permitted to be only the independent trustee for the immediate collection and to select from
the pool of applicants seeking carriage on the independent channels, that its success or
failure be judged by the Commission, and public commenters, in general through the
traditional comment making procedures to be determined.

10. FUNDING:

1° Application for Consent to the Transfer of Control of Licenses, XM Satellite Radio Holdings, Inc. Transferor, to
Srius Satellite Radio Inc., Transferee, 23 FCC Red 12348, 12408, para 131 (2008)
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To compensate the cost of being the independent trustee and content aggregator, AIR
proposes to recoup some of its costs by charging content providers a nominal and reasonable
fee for assess. This is how independent trustees appointed by other government agencies,
the FTC, for example, are compensated for their costs.

Moreover, the FCC has adopted the DBS Leased Access rules for the noncommercial
entities which permit Sirius XM to charge no more than 50% the cost of providing the
service, subject to some other restrictions and limitations. Those independent content
providers expecting to get on the air would do so knowing that they have to at the least, pay
a fee for their lease. AIR proposes receiving a portion of that payment congruent with the
value of its share in the process of uploading each individual noncommercial educational
programmer onto the Sirius XM network.

For the content appearing on the portion selected for qualified entities, AIR may assess a
reasonable and nominal fee, based on the amount of programming time they are allotted.
The fee charged to programmers will be reasonable and will subsidize the cost of providing
the packaging, and uplink services.

CONCLUSION

To expedite and ease the management of unaffiliated supplier and independent content
onto the portion of the Sirius XM capacity set aside pursuant to the merger, iClick2Media
and AlphaStar stand ready, through its joint venture American Independent Radio, to serve
as the qualified entity leasee or independent trustee.

13
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The Infinite Dial 2008: Radio’s Digital Platforms

Overview

We are pleased to present our new Arbitron/Edison Media Research study, The Infinite Dial 2008:
Radio’s Digital Platforms. In this report, we continue to explore the world of radio, as it stands in

2008 and continues to take on new forms, in particular, an increasing number of digital platforms,
such as online, satellite, HD Radio™ and podcasting.

Digital Radio Revolution

Developments in technology have dramatically broadened the choices available to consumers for all
media, including audio programming. By the late 1990s, consumers had the newfound ability to listen
to audio “‘streamed” over the Internet, and two new radio satellite services were born.

Digital radio has continued to evolve with the advent of podcasting (audio programming on demand
for playback on iPod”/MP3 players) and HD Digital Radio (superior sound quality and additional,
digital frequencies along the AM and FM dials).

In the past, “radio” was limited solely to what was available on the AM/FM dial. Today radio choices
for consumers appear to have no bounds. That is why we call radio’s new digital platforms *The
Infinite Dial.” One can now “tune’ to a boundless number of options for “‘radio.”

Radio with No Limits

Arbitron and Edison Media Research have been tracking the growth of radio in its new forms since
1998. In this report, we update the trends for the more established digital radio platforms, such as
Internet streaming and satellite radio, and take a look at the newer worlds of podcasting and HD
Radio. We profile the audiences of these new kinds of radio and the implications for advertisers and
media planners.
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The Infinite Dial 2008: Radio’s Digital Platforms

How the Study Was Conducted

A total of 1,857 people were interviewed to investigate Americans’ use of various forms of
traditional, online and satellite media. From January 18 to February 15, 2008, telephone interviews
were conducted with respondents age 12 and older chosen at random from a national sample of
Arbitron’s Fall 2007 survey diarykeepers. In certain geographic areas (representing eight percent of
the national population), a sample of Arbitron diarykeepers was not available for the survey, and a
supplemental sample was interviewed through random digit dialing.

Definition of Terms

Online radio: Over-the-air radio station programming rebroadcast on the Internet or audio
programming available exclusively on the Internet.

Audio podcast: The concept of downloading various types of longer-form online audio programs, in
the form of digital files you can listen to at any time you choose. Audio podcasting does not refer to
the downloading of individual MP3s or songs. Audio podcasting does refer to the download of
program-oriented online audio (such as a talk show or a hosted music program), usually as an
automatic download that can be listened to at the user’s convenience.
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The Infinite Dial 2008: Radio’s Digital Platforms

Significant Highlights

The weekly online radio audience is at an all time high with an estimated 33 million
listeners. An uptick in 2008 listening has resulted in the highest total weekly audience for online
radio since Arbitron and Edison began tracking this measure in 2000. Thirteen percent of
Americans age 12 and older reported listening to online radio in the last week.

Over one in seven 25- to 54-year-olds listen to online radio on a weekly basis. Fifteen percent
of Americans age 25-54 are weekly online radio listeners. Online radio delivers 14 percent of
persons in the prime 18-49 radio buying demo.

Awareness of both satellite radio companies remains essentially flat for the third year in a
row at around 60 percent. In the year marked by merger talks between the two satellite radio
companies -- XM and SIRIUS -- overall awareness of satellite delivered radio programming
remained largely unchanged.

Sixteen percent of those who do not currently subscribe to satellite radio (XM or SIRIUS) say
they are likely to subscribe in the next 12 months. This figure is down slightly from 18 percent in
2007. Only two percent of non-subscribers to satellite radio say they are “very likely™ to
subscribe in the next 12 months.

iPod/portable MP3 player ownership continues to skyrocket among teens. In 2007, 54
percent of teens owned an iPod or other portable MP3 player; in 2008 that number has risen
dramatically to 73 percent of respondents age 12-17. Half of adults age 18-34 own an iPod or
other portable MP3 player.

Weekly online radio listeners and audio podcast listeners are more likely than average to purchase
digital audio online. Half of audio podcast users and 42 percent of weekly online radio listeners
have ever purchased digital audio online, compared to 21 percent of all respondents age 12 and
older.

Only ten percent report less time with over-the-air radio specifically due to time spent with
their iPod/portable MP3 player. Sixty-three percent of Americans age 12 and older do not own
an iPod/portable MP3 player, and 21% own one but say the device has had no impact on radio
listening. Ten percent of MP3 player owners say they are listening less to over-the-air radio,
though four percent of iPod or MP3 player users report spending more time listening to over-the-
air radio.

Although awareness of podcasting has not changed, usage of audio podcasting is up. While
awareness of podcasting in 2008 remained steady at 37 percent (compared to 2007), those having
ever listened to an audio podcast is up to 18 percent (from 13 percent in 2007). Nearly one in ten
(nine percent) of Americans have listened to an audio podcast in the last month, equaling an
estimated audience of 23 million listeners age 12 and older.

The majority of audio podcast users listen to podcasts most often on their computer. Sixty-
nine percent of the audio podcast audience most often listens to the downloaded programming on
their computer; only 28 percent most often transfer the files to their iPod/portable MP3 player
before listening.

More than one in three podcast listeners have heard a commercial during an audio podcast.
Thirty-six percent of those who have ever listened to an audio podcast say they recall hearing
advertisements or sponsorship messages during the downloaded program; 43 percent of those
who have listened to an audio podcast in the last month remember hearing on ad.
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The Infinite Dial 2008: Radio’s Digital Platforms

e Awareness of HD Radio has not generated momentum over the past year. In January 2006,
14 percent said they had heard or read anything recently about HD Radio; the following year that
number nearly doubled to 26 percent, but for 2008 the awareness level remains fairly flat with 24
percent saying they have heard or read anything recently about the new broadcasting technology.

e Contrary to commonly held beliefs, people who listen to digital radio platforms do not
spend less time listening to AM/FM radio. Some industry insiders assume that people who use
new digital platforms listen less to AM/FM radio. As has been shown in previous Arbitron and
Edison reports, once again, we find that people who use digital radio platforms do NOT listen less
to AM/FM radio. Among respondents in our study, the average time spent listening per day to
AM/FM radio was 2 hours, 48 minutes compared with 2 hours, 45 minutes a day among those
who use radio’s new digital platforms (listened to online radio in the last month, or subscribe to
satellite radio, or have ever listened to an audio podcast). Despite the growth reported in
alternatives, such as the iPod, online radio and satellite radio, the time spent listening to AM/FM
radio by users of digital radio platforms has not changed versus a year ago.
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The Infinite Dial 2008: Radio s Digital Platforms

Key Findings

A. Online Radio

1. Over one in five has listened to online radio in the last month. Twenty-one percent of the U.S.
population age 12 and older has listened to online radio in the last month. The estimated monthly
audience for online radio is approximately 54 million.

An Estimated 54 Million Americans
Listened to Online Radio in the Last Month
% Who Have Listened to Online Radio...
50% - 46%
0% 54 Million
30%
21%
20% -
13%
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2. The weekly online radio audience is at an all time high with an estimated 33 million
listeners. An uptick in 2008 listening has resulted in the highest total weekly audience for online
radio since Arbitron and Edison began tracking this measure in 2000. Thirteen percent of
Americans age 12 and older reported listening to online radio in the last week.

Weekly Online Radio Audience
At An All Time High

% Who Have Listened to Online Radio in Last Week

Approxi
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The Infinite Dial 2008: Radio’s Digital Platforms

3. The weekly online radio audience skews slightly male and adult. Fifty-two percent of weekly
online radio listeners are men. The broadcast medium delivers a solid adult audience, with 60
percent of listeners between the ages of 25 and 54.

Weekly Online Radio Listening
Skews Male; Attracts Wide Range of Ages

Weekly Online Radio Audience Composition

25-34

18-24
12%

Women
48%

o 4554
9% 18%
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4. Over one in seven 25- to 54-year-olds listened to online radio in the last week. Fifteen percent
of Americans age 25-54 are weekly online radio listeners. Online radio delivers 14 percent of
persons in the prime 18-49 radio buying demo on a weekly basis.

Online Radio Reaches More than One
in Seven 25-54-Year-Olds Per Week

% of Age Group Who Have Listened to Online Radio in Last Week
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The Infinite Dial 2008: Radio’s Digital Platforms

5. Online radio listeners are more likely to be employed full-time than average. Fifty-seven
percent of weekly online radio listeners are employed full-time, compared to only 43 percent of
all respondents age 12 and older.

Nearly 6-in-10 Weekly Online Radio
Listeners Are Employed Full-Time
Employment Status
60%
40%
20%
0%
Employed Employed Temporarily Homemaker Refired Student
full-time part-time  unemployed
[0 Persons 12+ W Weekly Online Radio Listeners |
!’\“ ARBITRON [ edison media research

6. The majority of online radio listeners also watch video online. Fifty-three percent of monthly
online radio listeners have also watched video over the Internet in the past month.

Over Half Of Monthly Online Radio Listeners
Watched Online Video In Past Month

% of Monthly Online Radio Listeners Who Have
Watched Online Video in Past Month

Did not watch Watched Online
Online Video in Video in past
pastmonth month
47% 53%
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The Infinite Dial 2008: Radio’s Digital Platforms

B. Satellite Radio

7. Awareness of both satellite radio companies remains essentially flat for the third year in a
row at around 60 percent. In the year marked by merger talks between the two satellite radio
companies -- XM and SIRIUS -- overall awareness of satellite delivered radio programming
remained largely unchanged.

Satellite Radio Awareness Remains
Mostly Flat for a Third Straight Year

“Have you ever heard of a satellite radio service called-..?”

75% - o
61% 61% % coo  cou 60%

9%
60% - 54% -
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30% 2%
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15%
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8. Sixteen percent of those who do not currently subscribe to satellite radio (XM or SIRIUS)
say they are likely to subscribe in the next 12 months. This figure is down slightly from 18
percent in 2007. Only two percent of non-subscribers to satellite radio say they are “very likely™
to subscribe in the next 12 months.

Nearly 1-in-6 Nonsubscribers Are Very/Somewhat
Likely to Sign Up for Satellite Radio In Next Year

% Who Say They Are Likely to Subscribe to Satellite Radio Services
in Next 12 Months

Very Likely
2%

Not at All Likely Somewhat
84% Likely
14%

1"\ ARALTETY, Base: Do Not Subscribe to Satellite Radio L edison media research
o (XM or Sirius)
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The Infinite Dial 2008: Radio’s Digital Platforms

9. Satellite radio attracts a broad audience profile. The satellite radio audience skews male but
for the most part, mirrors the profile of the American population more so than audiences of other
digital forms of radio. Fifty-five percent of the satellite radio audience is men, and 23 percent are
age 55 and older.

Satellite Radio Attracts a
Broad Audience Profile

Satellite Radio Subscriber Audience Composition

25-34
15%

18-24
%

1217

Women %

45%

65+
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55-64
12%
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10. Satellite radio subscribers are much more likely to live in $100,000+ households. To date,
satellite radio has attracted a distinctly upscale audience; nearly one in four (23 percent)
subscribers has an annual household income of $100,000 or more, compared to 13 percent
nationally.

Satellite Radio Subscribers More Likely
to Have Higher Household Income

Composition of Household Income
40% A

30% 28%

9
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The Infinite Dial 2008: Radio’s Digital Platforms

C. Digital Audio

11. Nearly four in ten Americans own an iPod or other portable MP3 player.
Thirty-seven percent of consumers age 12 and over own an iPod or other brand of portable MP3

player, which is nearly three times the figure from 2005.

Nearly Four in Ten Own an
iPod/Portable MP3 Player

% Who Own...

Total Ownership
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o
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12. iPod/portable MP3 player ownership continues to skyrocket among teens. In 2007, 54
percent of teens owned an iPod or other portable MP3 player; in 2008 that number has risen
dramatically to 73 percent of respondents age 12-17. Half of adults age 18-34 own an iPod or
other portable MP3 player.

iPod/Portable MP3 Player Now a
iiMust Have"” Among Teens

% by Age Group Who Own an iPod or Other Portable MP3 Player
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13. Over one in five Americans has ever purchased digital audio online. Twenty-one percent have
ever purchased MP3s or digital audio over the Internet as of2008; representing a 31 percent
increase over 2007.

Over One in Five Have Ever
Purchased Digital Audio Online
% Having Purchased MP3s or
Other Digital Audio from an Online Download Service
25%
21%
20% A
16%
15% A 13%
10% -
5% 1
0% - T T
January 2006 January 2007 January 2008
AA RBITEDN Base: Total Population 12+ C edison media research

14. Weekly online radio listeners and audio podcast listeners are more likely than average to
purchase digital audio online. Half of audio podcast users and 42 percent of weekly online radio
listeners have ever purchased digital audio online, compared to 21 percent of all respondents age
12 and older.

Online Radio and Podcast Listeners More
Likely to Have Bought Digital Audio Online

% Having Purchased MP3s or
Other Digital Audio from an Online Download Service

60%
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The Infinite Dial 2008: Radio’s Digital Platforms

15. Only ten percent report less time with over-the-air radio specifically due to time spent with
their iPod/portable MP3 player. Eighty-four percent of Americans age 12 and older either do
not own an iPod/portable MP3 player or report the device has had no impact on radio listening.
Ten percent of MP3 player owners say they are listening less to over-the-air radio, though four
percent of owners report spending more time listening to over-the-air radio.

Only 1 in 10 Report Less Radio Listening
Due to Time Spent with iPod/Portable MP3 Player

“How has the time you spend with your iPod or other MP3 player specifically
impacted the time you spend listening to over-the-air radio?"

Don't Know
2%

Spending LESS

Time with Over the-

Air Radio
10%

Do Not Own Spending MORE
iPod/Portable MP3 Time with Over the-
Player Air Radio
63% 4%
Has Had No Effect
21%
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16. Radio sees the most impact on listening from iPod/portable MP3 player owners age 12-24.
Twenty-two percent of 12-17s and 17 percent of 18-24s, say they are spending less time with
over-the-air radio due to time spent with an iPod/portable MP3 player.

Ipod/MP3 Player Has Greater Impact
On Radio Among 12-24-Year-Olds

% By Age Group Who Are Spending Less Time with Over-the-Air Radio
Specifically Due to Time Spent with iPod/Other Portable MP3 Player
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The Infinite Dial 2008: Radio’s Digital Platforms 13

17. iPod/portable MP3 player usage has the greatest impact on over-the-air radio listening at
home. Among those who report spending less time listening to over-the-air radio due to time
spent with their iPod/portable MP3 player, nearly three-quarters (73 percent) report less radio
listening specifically at home; over half are listening less in the car (58 percent).

iPod/Portable MP3 Player Has Greatest
Impact on Radio Listening At Home

% Spending Less Time Listening to Over-the-Air Radio in Location

AtHome 73%
In the Car
AtWork
Any Other Place
0% 25% 50% 5%
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The Infinite Dial 2008: Radio’s Digital Platforms 14

C. Podcasting

18. Although awareness of podcasting has not changed, usage of audio podcasting is up. While
awareness of podcasting in 2008 remained steady at 37 percent (compared to 2007), those having
ever listened to an audio podcast is up to 18 percent (from 13 percent in 2007). Nearly one in ten
(nine percent) of Americans have listened to an audio podcast in the last month, equaling an
estimated audience of 23 million listeners age 12 and older.

More Americans Are Trying Audio
Podcasts

50%

0% 37% 37%

30%

Approximately
23 Million

20%
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No data for
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o
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[@January 2006 M January 2007 BJanuary 2008 |

A ARBITROM Base: Total Population 12+ R_ edison media research

@ 2008 Arbitron inc [Edison M edia Research

19. Podcasting attracts a youthful audience. More than one-quarter (27 percent) who have ever
listened to an audio podcast are 12-17 years old, and nearly half (49 percent) are under the age of
35.

Audio Podcast Users Skew
Younger Than Overall Population

Audio Podcast Audience Composition

18-24

Women
46%

21%
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The Infinite Dial 2008: Radio’s Digital Platforms

20. Audio podcasting attracts an upper-income audience. Typical of these digital forms of radio,
podcasting attracts a higher concentration of upper-income households, with 22 percent earning
more than $100,000 per year compared to 13 percent nationally.

Audio Podcasting Attracts
an Upper-iIncome Audience

Composition of Household Income
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21. The majority of audio podcast users listen to podcasts most often on their computer. Sixty-
nine percent of the audio podcast audience most often listens to the downloaded programming on
their computer; only 28 percent most often transfer the files to their iPod/portable MP3 player
before listening.

Most Podcast Listening Is Done On
~ Computers, Not MP3 Players
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The Infinite Dial 2008: Radio’s Digital Platforms

22. More than one-third of audio podcast listeners have heard a commercial during an audio
podcast. Thirty-six percent of those who have ever listened to an audio podcast say they recall
hearing advertisements or sponsorship messages during the downloaded program; 43 percent of
those who have listened to an audio podcast in the last month remember hearing on ad.

Over One-Third Have Heard An
_ Advertisement During A Podcast

% who have heard an adverti: or sponsor onanaudio p
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The Infinite Dial 2008: Radio’s Digital Platforms 17

D. HD Radio

23. Awareness of HD Radio has not generated momentum over the past year. In January 2006,
14 percent said they had heard or read anything recently about HD Radio; the following year that
number nearly doubled to 26 percent, but for 2008 the awareness level remains fairly flat with 24
percent saying they have heard or read anything recently about the new broadcasting technology.

No Growth in Awareness of
HD Radio in the Past Year

% Who Have Heard/Read Anything Recently About HD Radio
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24. Less than one-third of consumers show an interest in HD Radio. Six percent of Americans
say they are “very” interested in HD Radio and another 23 percent are “*somewhat” interested in
the new high definition audio platform.

Nearly 3 in 10 Consumers Are Interested
(Very or Somewhat) in HD Radio

Interest in HD Radio Based on Description
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The Infinite Dial 2008: Radio’s Digital Platforms

E. AM/FM Radio

25. Radio is still the first medium Americans turn to for new music. Nearly half (49 percent) of
Americans age 12 and older first turn to radio to learn about new music, but that figure is down
from 63 percent in 2002. Radio’s loss has been the Internet’s gain; currently 25 percent of
Americans look online for new music, up from 9 percent in 2002.

Radio Remains the Leader For Learning
About New Music... But Internet Gains

“Among Internet, newspapers, radio and television, which one...
do you turn to first to learn about new music?”
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26. The majority of the “digital radio™ audience predicts they will continue listening to the
same amount of AM/FM radio. Seventy-seven percent of Americans age 12 and older said they
expect to listen to AM/FM radio as much as they do now despite increasing advancements in
technology. The same holds true for online radio listeners and those who have tried audio
podcasting. Satellite radio subscribers showed slightly less dedication to traditional broadcasting,
with 71 percent saying they plan to continue listening to the same amount of AM/FM radio.

Majority of iiDigital Radio” Audience Expects to
Listen Same Amount to AM/FM Radio in Future

% Agreeing: *“In the future, you will continue to listen to AM/FM radio as
much as you do now, despite increasing advancements in technology.”
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The Infinite Dial 2008: Radio’s Digital Platforms 19

27. Contrary to commonly held beliefs, people who listen to digital radio platforms do not
spend less time listening to AM/FM radio. Some industry insiders assume that people who use
new digital platforms listen less to AM/FM radio. As has been shown in previous Arbitron and
Edison reports, once again we find that people who use digital radio platforms do NOT listen less
to AM/FM radio. Among respondents in our study, the average time spent listening per day to
AM/FM radio was 2 hours, 48 minutes compared with 2 hours, 45 minutes a day among those
who use radio’s new digital platforms (listened to online radio in the last month, or subscribe to
satellite radio, or have ever listened to an audio podcast). Despite the growth in alternatives such
as the iPod, online radio and satellite radio that we have reported, the time spent listening to
AM/FM radio by users of digital radio platforms has not changed versus a year ago.

Digital Radio Users Do Not Spend
Less Time With AM/FM Radio

Time Spent Listening to Radio Per Day (hours:minutes)

Total Persons 12+ Digital Audio Listeners

Ever listened to audio podcast gr subscribe
1o satelite radio o listened to Oniine radio
in past month
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The Infinite Dial 2008: Radio’s Digital Platforms 20

28. Among various audio platforms/devices, AM/FM radio and the cell phone have the biggest
impact on people’s lives. Ninety-four percent of Americans use AM/FM radio, making it by far
the most widely utilized audio platform; 21 percent say it has had a “big impact™ on their lives.
The cell phone follows as the second highest for usage/ownership among the audio
platforms/devices measured, at three-quarters of all respondents age 12 and older; 33 percent say
the cell phone has had a “*big impact” on their lives.

Cell Phones and AM/FM Radio
Have Most Far-Reaching Impact

% of Americans Age 12 and Older Who Use/Own Audio Platform/Device

Local AWFM Radio [21% |

| 94%

CellPhone [33% [ | 75%
Pod [5 °
od [ a5 [ Percent Who Use/Own

MP3 PI (Other Than iPod) ] % 21% Platform/Device
layer (Other Than iPod) o A DIPercent Who Say

Y Platform/Device Has Big
Audio Podcasts 18% Impact on Their Life

Satellite Radio 13%

“How much of an impact on your life

fl‘! ARBITRON has (platform/device) had? {7 cdison media research
—% ("5" ='Big Impact’, "1~ ="No Impact at All) ™
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The State of Digital Radio 2008

Online Radio (Streaming)
Those who have listened to online radio in the last month
e Estimated 54 million Americans

* 21% of U.S. population 12+

Those who have listened to online radio in the last week
e Estimated 33 million Americans

¢ 13% of U.S. population 12+

e 13% of Adults 18-34

® 14% of Adults 18-49

Satellite Radio (XM and SIRIUS)

e 59% of Americans have heard of XM Satellite Radio
e 60% of Americans have heard of SIRIUS Satellite Radio
® 13% of total sample 12+ subscribe

e 23% have a household income of $100,000 or more

Audio Podcasting

® 37% of U.S. population 12+ are familiar with podcasting
e 18% of U.S. population 12+ have ever listened
e 9% of U.S. population 12+ have listened in the last month

e 22% who have ever listened to an audio podcast have a household income of $100,000 or more

HD Radio

e 24% of U.S. population 12+ have recently read or heard about HD Radio

e 29% of U.S. population 12+ are very/somewhat interested

!
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The Infinite Dial 2008: Radio’s Digital Platforms

Closing Comments

1.

Online radio is the biggest and most developed digital platform. An estimated 33 million
Americans tune to online radio on a weekly basis and approximately 54 million listen monthly.
This usage is significantly greater than is seen for other digital radio platforms. Online radio also
has the most developed measurement (comScore-Arbitron Online Radio Ratings and PPM) to
make the medium more accountable and easier to plan and buy.

New iPod models continue to fuel growth of portable MP3 players. The introduction of the
iPhone and new iPod models continue to propel growth. Nearly four in ten Americans now own
an iPod or other portable MP3 player. Continued growth and ubiquity means media companies
need to have a podcast and iPod/MP3 player strategy.

Satellite Radio awareness and intent to subscribe have leveled off. The absence of big
programming announcements, ongoing stories about consolidation and the passage of time since
the launch of the services appear to have slowed the growth of awareness and intent to subscribe
to satellite radio.

Radio has to reinvigorate its image as a destination to discover new music. In 2002, radio
dominated the Internet for the image of the medium ““you turn to for discovering new music.”
Today, radio still leads the Internet but its advantage has been cut in half. Among teens, the
Internet now leads radio for music discovery. Young people are unlikely to turn back to over-the-
air radio itself for discovering new music but they may try Internet options provided by radio
brands. Why aren’t the best music discovery sites coming from AM/FM radio?

HD radio needs new ways to attract consumers. HD Radio does not appear to be attracting
substantial numbers of consumers. Less than one-quarter of the sample can recall seeing or
hearing anything recently about HD Radio (down slightly from 2007) and only 6 percent of
consumers say they are “very interested ~ in the concept when it was described to them. Those
involved with HD Radio should find new ways to present the concept to consumers to trigger
more response.

Broadband and cell phones have big impact on their users... plan now for when they merge.
We asked users about the impact of a variety of media/devices on their lives. The two with the
greatest impact are broadband and the cell phone. Cell phones functioning with broadband speed
will be a very powerful combination for consumers and a potential game-changing proposition.
Media providers need to plan now for their long-term cell phone strategy and advertisers should
start learning by experimenting now.

Advertisers should continue to support digital radio in all its forms. Users of digital radio are
early-adopters who represent a broad variety of attractive qualitative attributes. Advertisers who
want to go where the trend is leading should get more involved with new forms of “audio media’
while they expand. Consumers will respond to the advertisers who meet them on these new
frontiers.

AM/FM Radio remains important with the rise of new digital platforms. AM/FM radio
remains vital with consumers. Three quarters say they will continue to listen to AM/FM radio as
much as they do now, despite increasing advancements in technology. One in five say AM/FM
radio has a big impact on their lives, second only to cell phones. Digital platform users spend as
much time (not less) with over-the-air radio compared with the average. The broadcast industry
should promote and reinforce its virtues.
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About Arbitron

Arbitron Inc. (NYSE: ARB) is an international media and marketing research firm serving the media
(radio, television, cable, online radio and out-of-home) as well as advertisers and advertising agencies
in the United States and Europe. Arbitron’s core businesses are measuring network and local market
radio audiences across the United States; surveying the retail, media and product patterns of local
market consumers; and providing application software used for analyzing media audience and
marketing information data. The company has developed the Portable People Meter™ (PPM™),

a new technology for media and marketing research.

Arbitron’s marketing and business units are supported by a world-renowned research and technology
organization located in Columbia, Maryland. Arbitron has approximately 1,900 employees; its
executive offices are located in New York City.

Through its Scarborough Research joint venture with The Nielsen Company, Arbitron provides
additional media and marketing research services to the broadcast television, newspaper and online
industries.

Arbitron's industry studies can be found on the company’s Web site at www.arbitron.com
http://www arbitron.com and can be downloaded free of charge.

About Edison Media Research

Edison Media Research conducts survey research and provides strategic information to radio stations,
television stations, newspapers, cable networks, record labels, Internet companies and other media
organizations. Edison Media Research is also the sole provider of election exit poll data for the six
major news organizations: ABC, CBS, CNN, FOX, and the Associated Press. Edison Media
Research works with many of the largest American radio ownership groups, including Entercom,
Citadel, CBS Radio, Bonneville and Westwood One; and also conducts strategic and perceptual
research for a broad array of companies including Time Warner, Google, Yahoo!, Sony Music,
Princeton University, Northwestern University, Universal Music Group, Time Life Music and the
Voice of America. Edison Media Research has a fourteen year history of thought-leadership in the
radio industry, and has provided services to successful radio stations in South America, Africa, Asia,
Canada and Europe.

All of Edison Media Research’s industry studies can be found on the company’s Web site at
www edisonresearch.com file://www edisonresearch.com and can be downloaded free of charge.
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Introduction

An Inside Look Into Listeners’ Minds, Lifestyles And Wallets

Welenine o theRudio Today 2008 Edition. un m desthloognt i botening aaticnally and be-
individual formats. Redio Toilay <ombinos Soinoeagh consnnor Dk with Arbizro swdionce Casi o
Asvelop a comprahsnsve protle of radio histening a-ross America. With information on the purchasing
plins, 1nternet behavior, political orkrtetion anlmore for 14 qeuih foem e, zhedtady sovidos eeliable
stz 21 the evelv ne veldionship Ixtenen ralie sne s divene ] steror bas,

Racdlio Today 2008 tlso offers summary reports on six additionn] Noteworthy Tormatg; Albwm QOviented
Eowk DAOR, Adule Eits, Clissed, aotive Rock. Fov, ASmeoth 1z sed Spansh Cectenporagy rudi:.
Mttough <heiv rperz s iowidged, theas Nomeworzby Fermuta are ind-ulal eving to their czioy or
regional market strengths, o both,

ring reach, Far move thun 30% of all consumers 12-
v ol leren to the mulb el wock. o akser pocetation than koo, migine,, aonvepapers or e
Intamot. Recc roachos prople srorvwhere thay are: at home, az s s, - the saraed dsewhe Ragardlaxs
aFie, amafcay or gogiaphy, radi is Amrerieas true el LM NI,

You'll find detailed facts and figuees s inalicne stoneng be mela stationa in <he: Laited Stotes irece tan

pral s, nud s, s, onr sy s 40Ul see the share of the national audience for oumelous
graphs highlighting genewildemographics, ethnicity,

benschobl taceme adee thon kel simasxernt listeniag (TSL), the year's higgest hits for many formats

and sumumary analyses.

After reading Redio Toxday 2008, you'll see that radie remains a vibrant, relevant and powerful part of
Amevicans lives.

Questiors and comments ahout Rudio Today 2008can be directed to repodngirsauchbiiren.co m.
News media inquires should go to Jessicn benbosw@arhitren som.
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What's New in This Edition

Listener olitieal Orientatiom Insights by Format

T Juke chseticn s, Liasincee snlome moasd L "o a: sl abeut Cred=hisbanesss! }d]li.:iﬂ skl ions e
ssible, To that end, Rudiv Today 2008 mrlodss iwdexes of how lilwly odis brenew forcoch < 16
P E I s sl rometimeg ar cover vote 1n bosy, statewile an 2rosiceaty o cectinns comzamd
tertha o mioral popll fon, You'los son i ksen of Teteners palitios] pat o wdrgq oo affihitones

Analysis of Time Spent Online and Ways Online Services are Used

Raclio Today 2008-examines hose much time listeners of 16 primary formats spend online, indexing them
by numoerof duss spoet eompural te the autional population. Of particulur ncte are new indeses of 17
waxs | done of these formats usc tha Taterr ok Tou |l see how likely listeners are to visit radio station
Wb ko, mteato neZacoliog, what tiee got the [nteeni= t frd, bz anc kuen et As cadis szt
contnue toexpaad Ehels Web poeonze with sticaming, advertising, job boids, communities and other
listener sevvices, this information is bound to be invaluable to all broadeasters and marketoss,

Puirchasing Intent for New Cars and Consumer Electronics

In i zldition to paesating opdated esentis. Comep o -hic informaticn on marital status, childeen in the
home, home ownoership and employment status, Rodio Today 2008 indudes the lutest indexes on listeners’
likeliaood £ buy i new eie atseveral price points tanging from $13,000 to moic thun 43,000,

"This report also expands ioto offering indows on mery of the ress popularomeunuer cectionic Coniom

thit 2o sumes of viows formats ccimterestad in purchadng witvic she oot 12 montha, Yourll ses Lotails
oo Lkl bond o s hmznrmut- 1, gl camowis, DVE pliers, [ Es HDTY s MP3 plavens, FDAS,
Stalite radin sabeeriptinog, vdon gy 3omema and ware oss) el govice for rither themsokvz or anothor
houschold member,

I general, youll find. more detailed listeney facts ind £7nes, indveding gender b e smonz lisbeacem
12 1 (fmnedy 1810, farnatsrenked sy ags ez, whee slztes have the most stations in ap'lrllr'ul']rfomﬂ'lt
and lists of the most played songs of 2007 for most eurrsnt beser srugrumming opesacaes, ecados: of

Mediabase.
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Ratings Story Lines of the Year

Top Format Winners

Country ;" ced fo-hntaird strig ™ cenr, Astne from 12.0% of all Bating o 2000 too2.0%, and
maintaincd a healthy lead over the nest-strongest nusic format. The most widely programmed format,
ouatey anjoyi-ths lwgest Ddaner shawe in esery diivpart, and was No. 1 i all the principal sge colls
betweon -8 and gq vears obd (amc itrorks Ne 2 intae 5o =ells)

NewsTalk/Information, atter two consceutive years of 10.4% of the avdience, climbed to 10.7% of
the national rrcio audience a3 reas 2eak. 3771 wie No. 11n five of the nation’s top 25 markets in
Yping 2not. Naeally, 'tis cke Neo 1 fommat rong adil = age 53 B4 and 631, sncmirkoed No2 imong
thase 35-44 and 43-54 years old.

Urban ACjumped lrom a 3.4% share ol listening Lo 5.7% lor ilz lilth consecative increase. and improved
its naticnal nank frorm cighth to a tic fo smvonth. With moce than 16 millior ledeners woekl, the feoomst
mpraee s ite “abings ‘n gy of the somnt +'s ninc wegions.

Mexienn Regional clso posted its fifth straight vatiek, dinkinz fom 3.1% to 2.4% of al rad ¢ lisenirg,
advuncing from the 11th most populur format to ninth, with 63 additional stations. Mexican Regional is

Hesteez fenatin e Tevileseegiom wie "o s nolhe %05 Sl 0 Cenl el seed XLanlain snens.

Classic Hits also notchod its ££fth consecntive ratings improvement. 1t achicvid the Tavgest ratings
increase, skyrocketing from 2.1% to 252, Classic [t sarpassed Oldios ns the top Zomras for eidr pop
hits; its aucience soared by more than g million listeners.

F-oecther fonmats ok o impevad: Sdule Zor temprorary, Fop Coenbe porary 1t Bicio, A7 Spers, salult
Eisond Mbum Ccemter Bock (ADR), Feor xamcats held stoady vatings between Spring 2006 and 2007
meluding Haot AC, Alkermative, Actye Fock und Mew 2C8mocth ez

{eontinned on next page)
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Ratings Story Lines of the Year

Top Format Setbacks
Ollies took <hebizzest Rt of all forasiys L thisstedy, it BxCioed for the third itraxzht yo s, allag

ionec os Class o Tlits stations -n nany varkets and
wits tepresented by 20 fewer stations in Ruedio Toduy 2008 than in the 2007 report.

Urban Contemporary o] for the Ezuith consecuZve vour, Jippiog frem 4% of the mbon] radio
imenes to3sN%. Pesp e thaomsion, Uhar Tonten porars 50 | postad tw ol the Xa, - stadans'n s
nation's top 23 markets in Spring 2007,

Talk/Personality ended three vears of steady growth, slipping from 2.1% to 1.84% of rdio listening,
owing partly to nine fewer stetions n the format since the List vepot.

Spamish Contemporary, which had vesched a 1.9% platean in Spring 2006, declined to i 1.5% shave
in Spring 2007, with 21 fewoer stations in the format,

Four other formats also declined: Classic Rock, Rhythmie ContemporaryITit Radio, Contamporary:
Christian and Classical.

Aemgrfei ~cnonas falbu fror Gl feraats i e v 74

(oonttinned onciext page)
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Ratings Story Lines of the Year

In-Car Listening Continued to Gam Share of Location Listening

1118 of the 22 formits tn this sticdy, In i istening gained in the proportion of total tune in. Rock

Ariven formata such as Aetve Rock, Aldnm Drznted Rock (AQR) and Alternative led the pack, with
cach one showing ot least a 2% increase for in car’s share of Kstening. Contemyporary Chuistian led

a | lermats wa7a oy Falf of 13 istaning toling lase on thaorc. The ol formits to not 510w an
inerease were Adull Hits, Classical, New AC/Smooth .Jazz and Mexican Regicnal,

Cume Ratings Increased Among Adults in Most Dayparts

Spring 2007 suw a jump in neurly every duvpart forthe peveentage of adults who listened to radio ot
least onee perweek. Men 25 54 showed growth in sll dayparts except mornings, which were flat or

in every dayputt and, in most coases, teachoed
six yeitr highs. Reach among Women 45 1 was better than it was in 2002 in most davparts.

Time Spent Listernng Erosion Most Evident With Youmg Listeners

e b and grls tanes in 0 and 45 minates leas perweek, mspoetively, in Spring 2007 than 2 year
carlier, and 18 24s also dedined. Fifteen of the 22

led by Saanias Costemparars, swhich “ast ¢ il hzurond Faxizen Regiorel, which deoined 42 minules: e
othars slipped 15-30 minntes per weak. Four formats held sceady and thiee gained a qoarter-honr.

Tipper-Tier Income Group Grew For Most Formats

Eigkteen of the£a Forrubs poded 1 mase o dos:
CEHTIcF 575,007 0 mem seryaar The pereenzicz of Sountry listencrs with HHE at this level gained

gatnee. iz i Rte of 17 r one vear, Lod Udng Commees porimy ssvis 2095 et spica siase 20035,

(conttinaed o rext page)
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Ratings Story Lines of the Year

Higher Education Progress Showed Improvement

Forstzen of the 22 foim e showee -z nesses fom 3 xing 2006 10 2007 in the proportion of thel: listeners
who hav cirrad ¢ collzgedearee. The boct poforirg format was AOR, up 2.2%, followed by Spanish
Sonmponnny st AL Eports, whica miine 0.6% i0c 18N, o podive]y,

Tispanics ncreased Share of Most Formats’ Audience Composition...

As their population continued to surge in the US.. Hispanies increascd the pereentage of theie
represcatation in 150f the 20 noo Spinish Linguaige formats in this veport averaging 1% mor

in audicnee compesition thanin Spring 2006, The only formats wherr Hispanics madc up o smuller
proportion of i format's listenership were Crbitn Contempornary, Oldies, Alternative und Active Rock.

e Whereas African-Americans’ Share Was More Mixed

Ofthe 20 Fngl'sh-language formats in this report, African-Americans increased their shave of 10 formats
and Ceereased their share of nine othess, with one remaining unchianged. Of four formats attracting o
sipnificant propartion of Black lictencrs, Bhatbmen TR and TUehar, Cer tomisona geined, while T7x0an
ACwas essentially unchanged and New AC/Smaoth Tazz had a smaller parcentage.

Mexican Regional Listeners Key Trospects For Consuimer Electronics
Purchases

Avzerding t Sandwroigh, Latcrerao? Meaian Togicua, ndio icdioee will alewathe ayormg paevcicinn

for totat to purddiee o wide wriely cEesnennces e eonles, partio lafy tace o for entertularent, work

<t home use. They were move than twice as hkely to buy o video game system 1o the coming year and
plaver or wireless/cell serviee for themsalves.

They s dolescd high £ diZtal eimerss, ECTVE PCAs noslochen dhnokens,
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How to Read the Format Pages

The 22 formats ave ranked o order of their 12+ Aversge Guarter Hour Share of the national sudicnee,
starting with the mast popular format. Tf two formats arc tied, they are listed a phahetical ly.

Although this study was released in 2008, it usesdata gathered from the Spring 2007 survey period.
Any reference to “this year”™ or “ovee the | et e voars,” ot usieeoc s the 20 a0y

v 1oid any miaaderstundicg of the medicnze venposition of youth oricated formats, the *Education™
and “Ilousehold Income™ statistics include only listencrs 18 or older.

In -hcinformazier on homc ovmnerst-p, the zerm “othar™ refors to the porcentage of that format's listencrs
who neither own norrent, but live in someone else’s residence.

A dience Coxpesitaa” breaszoa: o fomt's vudicoe into the standurd age cells; "Audience Ratings

b Rosgien” rastons —hee proeformiczes of 2 formoz within that zouritony.

Litewrgdite nwtes ot commendal ond mooeoramereid culia Titeomg.

How We Gatherthe Data

The information in this report is from more than 400,000 Arhitron listening diarics reprosenting 106% of
coery olnty i the U8 indluding those vathin o aotside of Adbition®s regularly measured (syndicated)
markels. Radio Today uses responden-level data 1o compile [he listening dala, using the entire United
States as o dnghesomplivg aniz This rizthed cffoma more complete pictuwre of £ radio “ommat's audience
profile than typical compilations that are simply averages of individnal market repaits,

Partable People Mete: ™ information is not included in this stedy becanise Arbirmon’s National Regionat
Databuese, frine ahicl His dete is derived, :'Ju'r'miﬂy ondy biehides Diary datea. n future Radio Today
Teperss, gon T see PPM dkata ithagranad ag merens Je iy PR T service. Dicay datea sas colfected for
e alruady cnrent PRM Meros of Plazslzdpine end Huwstorn Galveston, und listener behavtor frove
Hiosie unitekers i represented i s study.
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Glossary

Average Quarter-1lour Persons

{AQH Persons)

The sverige number of persons listering to a
‘particular station or format for at Icast five
minites within i 15 minute peviod. This metric
s relesant when daseribing the number of
persons listening to o tadio stution “at a given
time.” or the number af persons that are Ti lecly to
hear a particular commercial.

Average Quarter-Hour Rating (A{QH
Raling ar AQH PUR — persons using
radio)

Tae Average Quarter Hour Persons estimate is
expressed ns a percentage of the population
being measured.

% x 100 = AGH Rating (%)

{ume Persons

The total number of cifferent peisons who tune
in to a radio station or format for at leust five
minutes withio i seven day swivey period, This
statistic can ba ased to draw parallels between a
radio station’s audience und, for example, a
newspaper's circulation fignve.

{Lume Rating or Cume PUR
The Cume Persons audicnee exprossed as o
percentage of all persons estimated ta be in the
spevified demographic group, Example:
283,000 Cumz Persens
1,000 O Population

» 103 = Cume Rating of 25%:

Formgt Share

The percentage of those listening to cadio in the
Metro who are listening to s piticalar radio
slation formal. Thig is relevant when comparing
head to head vadio competitors, Exumple:

£ 400 A2 “ersens

+o a specific format

80.000 AGH Personz
0 al formats

% 100 = Share of 3.0%

Index

This metric is nsexd by consumer marketers to
gange the likelihood of consumption amaong o
particulir demographic group, within an index of
100 considered average. For example, f o product
has an ndex of 132, then ecnsnmers in that
demographic are §2% more likely than average to
consume that product.

Time Spent Listening (TSL)

An estimite of the nmount of time the mverige
listenerspent with a station (or otal radio) during
4 purticular daypact. This estimate, cxpressed in
houes and minutes, is veported for

the Metro only.

186 Quarter-Fours 2,000 AGH
in a time pariod Persons  _ ToL aof 8.4 hours

20,600 Sume Audienca
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National Radio Format Shares and Station Counts

Spure Forveldemanns are e, Abdn Deia come S

MersnRed Pus el F ogllelhese, Sonng X

Radio Format Rankings and Station Counts

Ranked by Mor Sun &M Mc,
Persons * 2+ AQH Shere

AQH AQH

Formak Share 12+ Stations Format Share 12+ Stations
Country 127 1683 Soft Adult Sonterrporary | 142
MewsiTal«/Irformatior 40,7 1553 Spanieh Adult Hite {10 4
Adut Contemporary 7.é 705 Ad.lt Stendards UL 204
Fop Contemgporary Hit Radio 2.6 34 Clasels Country 05 299
Clagsic Rodk 45 Siks Rhythmic AC q7 2
Rhythmic Centeriparary Fit Radic 4 156 Lpanich Tropioal 07 48
Urban Adult Contemparary 37 1700 Canetrporary |nepiratianal 06 ]
Urban Contzmporary 3.7 194 Modera Adlt Soniemporary 05 -3
Max zar Ragonal 34 302 Educational 4 126
Hot Acult Coremporary A2 <B4 Jozz 04 i
Classic Hie 28 288 hew Country 4 102
Oldas 26 750 Epan sh News/Talk 04 Lak]
Ml Spos 22 550 Latino Lrben 03 12
Conterviporary Chtigsisn 22 724 Rhythmis Oldies 03 13
Album Oriened Rock 2.1 174 Spanieh Variety 03 146
Allernative 24 5 Easy Listening 02 46
Adu t Hits 20 172 Ethnic 2 <47
Clagsizal 2C 275 Southen Goepel a7 194
Aaive Roct 19 144 Spaieh eligivs 02 492
Mew ACSmooh Jazz 18 72 %05 Hits 01 19
Talk!Forsor ality 18 02 Noztalgia 01 63
Fel gicus: 15 % Spanish Oldizce 01 26
Spanich Cenlomporary 15 126 Tejzna 0.1 2
Al News 14 3 Urban Odies 0.1 20
Verigty 1¢ 750 Children's Jadic Q0 29
Album Azult Alterr ative 9.4 154 Fam ly Hite Q0 26
Gogpel 09 AL Cther Q0 74
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Country

No. 1 Aeress The Board

Country was "Americ's music format,*

waking No. hol in lerms of number
«f stazions (1,682) and i popularity,
vegislir ng 2099 2lere of lisileni N
<icerall in Sprinz 2007 That matrked
three sirﬁ;hl VEILS of Inureases, and
wits slightly shove Conntry's 12.6%
wark o Sprivg 2006. Classic Caunlry
and New Countey stativus conlribuled
299 and 102 stations, respectively, for
4 Wlal of 2,084 cullels.

Counlry was the Ko 1 Jurmial an g
adults 18 24, 25 34. 35 44 and 43 54
.\'S!H (¥4 Uh‘: % “ rarn |.'{!{l NIJ. 2unH Ill[.;
Adults 55-65 and 65+,

Counley radio’s Juews oo youuger
airlizle was refleehs] In gms\-l]l

ofits 12- tn 34-year-old listener
<omposition, whic 1 gained fiom 28%
o 251 betwveen Spring woo2 2007,
Though County statinns were thuught
Lo |)vi:||i<'|'|y lexamsed on Warnen, e
cender bulanee has shilted W Women
mnly I.g% bilween 2002 -2007.

okt Dye g, BES My abp {6
SyTE ron; eLamAS aTe i Al [5ie come oz
M er® Pos M m e e Dk bhase, Sanng 07

AQH Share Trend

Pe-sons 121 Mon-Sun 8ARM-Mid

SP02 P03 SPO4 SPIG SPLG | $PIT

12.3% 139% 120% 12%% 126%[127%

Autience Composition
Percent of Format Audience by Demographic

Moa-Sun, 64M-\id

hazeacl sl'c;‘J H
Corpodiza or
al frmas ) 18.0%
15,.1%

Listeners 12+
Mon Sun, S4M Wid

/'//

/ fder
Wore ( 46.3%
53.7%

\\

g

15.8%

.- " | oontnass
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Country

No. 1T Every Duypart AQH Share of Listening by Location AQH Shars of Lislening by Daypart

With 56.5 million lsteners each weelk, Pereone 12+ Mon-Sur, 6AM-Mid Personz 12+
Counley bad (he biggest shure ol vadia Oher
listenens in every daypart. and gained

- b s e 20 13.5% .
HUIIH}"I(!I.‘- 6}“{"{3 l)"lh m 1““"""5}5 ﬂ”d 126'}& : 12l1 lyll

m‘cninﬁs-

-

Ceuntry ramked seventh highest

suncyggall enmals in the poraen lape 12.7%
<l in=swe lislenin i, which maehed EE[]L?;IH
i VEIVIC

more than 38%—a sic-year peak. And
listening to an actil radin was indeed
Counley lany’ preteried metheal, us
they tnkod seecud-lowest clall
Tistenons for listor ing to streaming
wdio,

]

I -Fri ilon-Fri flen-Fri lic-Fri
GAN-10AK  10ANKSPM  3P-7PIM 7R Mic

Country was by e the deminsan
lurmsl i the East Soull Ceutral segion

Audients Shara by Regian
12.7% ~ Nalionsl Averaga

Cwhich includes Tenuessee und |
Persons 12+ Mor Sun, 8AM \Mid, AQH Shere

TRentucky), and also was the nation’s

top frrmat in five of the other eight B ,
geographic avezs: the South Atlantic o tain \es: North Centra
Cull of the Eastern Scabuard stutes East Morth Cenfra
bielween Delawire ancl E l;:ridu), Wesl
Soutly Central (including Texas), Eust HewEnglan:
Nanth Cantrul i m‘.!u(ling THinsis,
it} i(:h‘iﬁ:!l‘l anl Oll:lﬂ): West Nowth
Central .(rhe* Pllain.?x states) and Middla Aantic
tMountain territorics.
Figures represent th=
share o ligtening that
Faif s his fermat atracts
fincludos Alaskes eitain these sensus
ac Haweaiy regions.
Sauth
Soie? Tyab vl BESmapa s fif Allzntic
Wes: Scuth Central s LIVEA
E=<t Soutt Centra
Ml Racio Teday 2008 Ediion 9 200 Atiron Inc.




Country

Top Country Songs Of 2007

“Wistohing Yau
Gadnoy Arinz

«Cood Directions
By Caringlers

Find Out Who Vour Friends Ara
7'5']' f_’l L 2

She's Evenything
Lirsd Oaizloy

Wes
Gendz Ungenio

He ik
Ererzon G

Ladies Love Gountry Boys
Treze Ados

=rl- Maioa
Farns Shoanze

Setlin
S

Stand

Fascel Flae

S Sahion, D07

o Dychrvsddi, BEE msfau s 6
Foyte ron; el are Fo Al D518 come Fos
e vner® Pos Na i e LD base, S D07

Edugcation
Fersons 18+

Collega -;I‘azra
Gradugk

Soma
Ceollege
35.3%

Ethnic Composition*
ACH Peracne

=Cnly v 26T Conhs en Yarkels

Blacs  Higpanic
140 5?0;,

Househcld Income
Perscns 19+

$254
—_ 17%%
"‘“x\ \

/ $26K-850¢
s 3%

Time &pent Listening by Bemographlc
(Hours:Minutes)
Mar-Sun, SaM-Vid

30 10:0
912
Fi2+
p2a-54 F35-54
contvuss
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Country

Leaders Among Linme
Ownership, Marriage

The sezmet ol e Country audicie:
that attended or gradunated from
«;"t‘.;.'?r' vt lrom 47% 1o 5194
between 2002 an:l 2007, aml n ]light:r
percentagze of 1ts listeners veere h'm]l
scheol graduates than any other
lmal,

The percentage of Conntre honseholds
who earned 875,000 per year ar mona
grew from 16% L 26% in the six yeurs
between Spring 2002-2007—a 63%
inerease and the faszest growth rate
=L ?II_".; ﬂ." F‘? muls,

Counlry rankosl m*;x-nd-higl:t'e-ai anwmg
all English-lanrunge [ormals o lne:
spunl listening toall ks demae,
and Connby isseners indexed thind-
highesst among all listeners forbeing
Hepublicans. 'Thex were among the
wost likely of all radio cousumers

L cvvn Lhetr oo hemesand o ik
caavricd.

Counlry was led Lor thitd-kowest

ol all lormaks ol haleners vl
downloadad on lixlened Lo audio
«<lips, and they were amonyg the least
likely ter buy o satell*te radio sarvices
i Lhe coming year,

L B A
How: ushiv: ﬁagrumﬁ wacdip {6

Fuye ron; el a1 Al
bmwm&nbmgrwﬁﬂ Serme 3, 200

Family Status How Often Usually Vote in Ameunt Househeld Plans te

“amisd 64%|  Local Elections Pay for New Vshicle Next

Mever Mardied (Sinalc) se| | Abwaye 9| 12 Mmﬂh: (HH)

No Chiden n Housshald st [Somstmes | LIS “’g

4t Least One Child in +H so|  LNever 4] |00, 9

$25,000-520,990 108
Lezzimlronnbd TR ke s ually Vote in . $30,000-634 900 101
QOwn or Rent Residence Statawide Elections $35 000-844 900 &5

own %] | Ahvaye 971 | 45,000 or More 601

Rent 17%|  [Somstmes 14
e e Never L Ways Online Services Used

Past 30D
Employment Status How Often Usually Yote in ::I:mi = QTL}: 00

Emgloyec 35 Hours or Mcra £28% |  Presidential Elections Bloge 'R;a FITTA ) o5

Ermployed Leee Than 36 Houre 5% | [Alwaye 100 Buwrl:zac Music? .

ol Do &2l | Sometmes 17 Listen to Adic Clias g5
Household Gadgets Planned to M L Never 2] |DowloedWatchvideo 84|
Buy in Next 12 Months " - Financial Information/Sarvizes 95

S pmwame mm

Ligtal Carers i mr 15 | Intemet Yallow Pages 100

[I'v:_'D Pllavc-{ <4 r]f:?;dm t 108 Job/Employrment Ssarcn 400

D\'P.' (Tivof, ool f Independet, Bu: Fesl Closer | Liston to Redia o5

HOTY 3 to Demeeratiz Lt Local'Cemmunity Evente 110

MF3 Player Indepondet, Bu: Feal Claser R—

{ Poct, Creativer, sts.) L2 1] to Republ cen 105 | Mouis Listinge a7

FOA 59| LhoneofThese 31 News 96

Satellite Radia Subscripto1 113 . Py .BI"S T 102

: ,. Time Spent on the Internet Radio Station Sie 94

Videe Game Systor in Average Week = o

WirelzssiCell Service “ar Ciher T Tl x| osolasims Lisinge 04

HH erber 10 Travel Resarvations

. Al 14 Hours 11 {Ailine Hatel, Auto) a7

Wfiralzzs/Czll Servics for Self 0] = :

£0 Houre 103 Weather 104
10-19 Hours <R
o4

20 Fours or [Mors
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News/Talk/Information

Amerlen's Steady, Ready
News Souree

With nearly 48 willicn listences
woekly aernss 1,552 stations, the
Naest/Tall i n e wation Bormea vane leed
No 2 in stations and audicnce shace,
expunding from 10,4% in Sprine 2004
16 10.7% W Spring 2007—u sx-wnr
high, Thal spring, N/T/1 was Nu, 1o
live ol the nalion's Lop 25 markels:
Chicage, San Prancisen, Boston,

Sealtle and 5L Louts.

AQH Share Trend Listenars 12+

Persons 121 Mon-Sun, BAN-Mic Maon Sun, 54M Wid

SP02 SPO3 SPO4 SPIG SPLG | $PIT
D% D 106K 104% 10.4% ] 10.0%

Men
56.1%
While 568 1 ils Lisleuers were Mo,
women have stead ily gained groumd
i NAT s sndienve aomposion, and
there’s becn a marked shift towacds
an older demngraphic commposition:
18 45 foll fram gul¥ to 2% of N LA
Tisteners bolween Spring 2002 and

Autience Composition

Percent of Format Audisncs by Demographic
Moa-Sun, 64M-\id

2007, while Thare 55+ jumperd T
485 to 57%. Nearly all fozs) of NS/
Tistaniens wore al least 25 ves old,
<ind 77% were tner 452 those fignres
were higher than any other format.
Conversely, N7 ramked last o the
pereenlage ol 12-24 con pusilion. and
sscvond-lighes!in il 654 mukeup.

3h.4%

haicra AGH
Ceruoal

: ilzn T 20,2% 211%
e

ok Dyt iy BES nspad s 10
Sansce; ror; e Eunns e F Ay DEiR come o
M er® Pos M m e e Dk bhase, Sanng 07

-~ ¢ " | oontnass
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News/Talk/Information

A Ratings and Regional
Powerhouse

KT s steogth o all duy long;

it was the Ne. 2-rated format in all
dunmrl-c. I.i.t:It:llin!.sl}'\- leasmalicin wis
\'il'l.ﬂ}l".\' L"l(:hﬂ.l’lﬁ"{] l‘("l\\'(".li SI'Irillg
2006 und 2007, with at-home claimne
A magority of i, ranking N/TAT Mo 2
ir Lhal calegoy, thaoks Lo sbong
worning drive Wwne-in und an older
listener base. Cromparatively vory litfle
N.-*Tl.fl Tt nigs b ik plm.\:: al weark
{undar 139} xn |'\- Clasmical had los
«fits listening done on the jok.

OF e mujor Formads in Uhis veport,
NATAT ranked No. 1 in New England
and Pacafic regions, and No, 2 in U
Mid Atlantic, Scuth Atlantie, West
South Central, East Nevth Cential,
West North Ceotoa) wied MeurnLsin
aveas, N1 s shave of listening in the
Wosl North Cenird wrea e notably
from 13.1% to 14.9% henween Spl‘in;;
2006 and 2007,

AQH Share of Listening by Localion
Farzone 12+ Mon-sun, BAM-Mid

. Other
Ater< 13%

AQH Shars of Lislening by Daypart

Parzonzs 12+

12.4%

11.7%
InCar
:34.4"& '\I ‘;ll‘r!%
: ‘L}:Hgf fdon-Sun
i e CAVMd
-

Klon-Fri
TPN-iz

fien-Fri
S2N-FP

flc-Fri
10AM-2P K

[don-Fri
AM-10A

Audients Shara by Regian
10.7% ~ Nalionsl Averaga
Persons 12+, Mon Sun, 84K MiZ, AQH Shere

Rountzin Wes: Vorth Centra

East Morth Cenira

~ MewEnglan:
Middle Atlantic

Figures represent th=
share o ligtening that

Faif s his fermat atracts
(includas Aloska witin thess sansuz
ac Haweaiy regions.
Sauth
Mo el tus iy, Bl S sy s 6 Allzntic
Wes: Scuth Central ootz
Ezct Soutt Cenira
Ml Racio Teday 2008 Ediion 2008 Aien Ins.



News/Talk/Information

strong TSL, Academie/
Inceme Profile

The segmeot o NFT/ s listeners who
wors college praduates continued to
Rriwe wach ¥ 2 wd m‘elrly '_?';-‘!’6;
ther formal renked ||Ifl!'t}—lliglll‘.‘!i| in
terms of its percentage of those who
attended or graduatel from college.
Those who listened ko NATT ulso
showed wercasel alfluence, ws won:
than 0% of N1/ listeners in Spring,
LO0F wir: i lwuseholds can liug
§75.000 or inore; Thal's lourth-highest
<ol all Tormaks,

NAT s ovemll Lme spenl Baening
wis tied for secomd-highest among
all Enghsh-language formats, was
fourth zmong 35 645 and fifth among,
25-54%. TSL remained rock-steudy for
the thiee years spa ning 2005-2007
oxcept amomg 18 345, which gave

up 50 minules e weck in 2007,

o Dychrvsddi, BEE mspu ship K6
Sugte ron; kIR a7t 00 Al DEiE come Sos
MewornTer® s S a v D base, S 0

Edugation

Fareons 18+
“12h i
Grack SEI?;QI
3.0%
N Greduate
]”‘a.\\ﬁﬁ%

Fome
Colege
32.0%

Ethnic Composition*
ACH Perscnz

=Cnly v 25T Conlis e Yakels

Black
2.8%

Higpanic
4.3%

Oter 4
90.1% A

Hausehcld Income
Perscns 16+

23K
116%

N
i\

$25K-450K
| 243%

473K
408%

E3016-§78K
25.2%

Time &pent Listening by Bemographlc

(Hours:Minutes)
Maa-5un, Sab-\id

G100

£:40
hl

912
P12+

.

P18-34 pe5-64 F35-#

oontvass
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News/Talk/Information

Artive Yoteers, Aetive Online

Tastemers to N/ TT hacl already pnt
their altuenee Lo work, us Lex indexeld
alwwve the national avernge in owning,
1|'|}l|'.$' (51. I]Ii: sl ?Iipll HIdinsneney
4'-](\!' i i".."l Hll(ih WS Al Elll I(:l'ﬁ; l] igi Lﬂ]
cameras, TVD plovers, DVTs, HDTVE,
n P3 players, TDAs and cell phone
sersives, Cow stquen ll\ N;T/L listenens
wore umong Lhe luqulltc.h ol all radio
to be huving most of these preducts

il'l |I'|‘: L.’(!I“illg !'(“I'_

These cousumers indexed sixth among
all mdia listeners who spent 10 19
l“}ur.‘{ ) \'\'(‘!.5}( Hu |'ﬁr|g Ili‘.: \‘V(‘}I.

Qf most intereat swere travel
reservations (indexing No. 2] fmancal
infermaation/services {No. 4), news,
local feommunity evenls and weatlier,
They *ndused Mo 1 forhonie
<wmership (83.5)

BT Disteners indexed No. 250
hikelibood (;|.'1H!il'lg Rt‘puhli-::unhm'
Tislependents leaning Republicu,
’n\(:}' WO Hi'.(] I.(J 'N(I. I i“ "k(‘“'l(?(l‘]
to ahvays vote in Presidential and Incal
<lections, und No, 2 lor always voling
in statewide clectioms.

flta

How: Doy S mayad sdip K6
SaoE For; eI E i Al
L come fromSoa haolgh et Reease 4 357

Family Status How Often Usually Vote in Ameunt Househeld Plans te

“amisd 65% |  Local Elections Pay for New Vshicle Next

Mover Mariod (Sindlc] 5| [Aweye 7] .o s =

Mo Childen in Housshold 67%/ | Sometmes 109 ! '000"’32;999 P
At Least One Chid in +H | Lever gl ook
Tazior Yo Chil HA 164 $25,000-520,990 120

How Often Usually Vetain $30,000-524 909 103

QOwn or Rent Residence Statawide Elections _ $35 000-844 900 119

Ewnt Ef;“;i .Jgh*ﬂ\'f 13‘; $45 00 or More 107

en & omzt mes
Sher 2% Never = Ways Online Services Used
Past 30D

Employment Status How Often Usually Vote in :;:cﬁm QTL}: 14
Emgloyec 35 Hours or Mcra 5i% Presidential Elections Bloae 7 = T .

oge |Read or Cortrizutad te) 128

Employed Leee Than 35 Houre  13% Ahwaye 1°8 Cowrloac Music!

Nol Emgloyos A% | -Sometmes 67) | Listento Aidic Cliss 102
Household Gadgets Planned to L Heer 2| |DownloadiWalch Video 1112/
I:l: ;:::::I 12 Months - Polifical Party Afflistion - ginazc;al Information/Sarvizes :}g:
Cigtal Carorz 4| sl A1 [iniemet Yllow Pages 125
VD P < Republisar 125

: aver TP 101 Job/Employrment Ssarc G5

DVE (Tive®, eto) % Indcpendent, Bu: Feol Claser | Liston to Redia 127

HOTV 102 to Demeeratiz 109 Local'Cemmunity Evente 125

MF3 Player Independent, Bu: Feal Closer —

(Poc!, Creathes, eto) ) t Remidcin 198 Mowie Listings 114

FDA | LbonsofThess 52| | News 120

- : = Fay Bills 17

Satellite Radio Subseript o1 57 Time Soent on the Intarnet Radio Station &ra 130

" m P

Video Game Sysien ] in Average Week Real Ssta Listings 116

Wirelsssiuel Service a1 Cther Taas a3 B B [Trevol Fosorali o

HH Herber B 14 Hour T2 L v 128

Wirelses/Csll Service for Self - 11 I rryr 154 W caler 1

10-19 Hours 125
20 Fours or Mors 19
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Adult Contemporary

A Consistent Format Winoer

One of radio’s naost durable formats,
Adult Contem JHOFALY Yl Ticard I
glmast 40 million people cach weel on
708 slatinms. ]IIIJ‘H\:F\'iI‘rﬁ T 7.1 Bl
lh" nal i' m HI l}ll;i(} Rlld Ilﬂll\' X ;II -QIN 'il'l!;
2006 tu 7.2% 1n Spring 2007, AC was
a perennial leader in severl of the

Lop 25 warkels weluding New Yurk,
Haouslow Philadclplliu, Nassau-
Suffalk, Tampa and Poartland.

ACs audienue gender balanee was
shewed more Wvards s Lhan
any other format, and has beeome
neresEngs y a0 inoessenl yers, Ninely
percent of AC listeners ware at least
25 vears ok, and 6% were 35+, AC
was one of radlo’s most rapidly aging,
gudicnces, us s 45+ segmanl rose
Trom 0% n Spring 2002 1o 56% in
Spreing 2007, ACwas the No. 3 format
sngang 35— demr el Calulls 35-44,
475t o064 and G5+

oi: bty B 5wl s fit
SyTE ron; eLamAS aTe i Al [5ie come oz
M er® Pos M m e e Dk bhase, Sanng 07

AQH Share Trend

Persons 121 Mon-Sun, BAN-Miz

Listeners 12+
Maon Sun, 54M Mid

SP02 SPO3 SPO4 SRS SPL6 | SPIT y 32‘19&
Te% 70% T2% O Ta% TAW | 7.2% .
Womer \
Audience Camposition 5% >

Percent of Format Audience by Demographic
Moa-Sun, 64M-\id

kaforal AU i L)
Compostien Tr

sl ek

20.1% i
16.3%

oontvass

P4z~

Pig-24 S -4 &G4 PEEC-64 ez
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Adult Contemporary

Solid At-Work Performer

Tastening by lycation to AC has
remuined steady for several veurs,

It vankoc. No. 2 kighest amongz all
fermals in e poreentage of i ol
work Bsteming, whil: il was e only
programming apprsach with o smaller
segment of in-car listening in 2007
Lheat i 2002,

ot only was AC the No. g-rated
format overall, it was also Nu. ) in
wHrn ings, m i;ldulx-rs andd wfleroons,
tunking sixth in cvenings, s shures
in each doypart remainad virtually
unehanzed bulween Spring 2006
and 2007,

AC serlonued besl o e Middle
Atlanlie regien, where i manked Ne.o
Tt ranked second in New England,
thivd in South Atlantic und Eust

Nerth Central, AC gained a nearle 1'%
werease of listewing (eow Spring 2006
22007 I Lhe Soull Alautic nad Wesl
South Cor Ll urcas,

AQH Share of Listening by Localion
Farzone 12+ Mon-sun, BAM-Mid

Cher
2.0%

Athirk
i

I -Fri

InCar G- 104N

29.3%

Audients Shava by Regian
7.2% — Naricnsl Averaga
Persons 12+, Mon Sun, AW MiZ, AQH Shere

Rountzin

\es: North Centra

East Morth Cenira

4%

flen-Fri
10AK-3PM

AQH Shars of Lislening by Daypart

Parzsons 12+

E e |
7.2%
klon-Sun
BAl-Mic

—

lic-Fri
T PR

flen-Fri
SPM-7>1

P

Mi-idls Atlentc

Figures represent th=
share o ligtening that

~ Faiifs his fermat atracts
(includas Aloska witin thess sansuz
ac Hanwaily regions.
Sauth
Soie? Tyab vl BESmapa s fif Allzntic
Wes: Scuth Central cotvas P
Ezct Soutt Cenira
Ml Racio Teday 2008 Ediion 2008 Aien Ins.




Adult Contemporary

Top Adull Conler upIrAEry
Songs of 2007

Wsiing On The Warld To Changa
Jaha wteps-

How t Save a Life
The Frar

Chasirg Cars
Lrizw Faro!

Urwntzn
Naofaeba Sedfagaod

Bad Day
Cang Proter

What Hurts the Most
Esail Fi=

Everyti g
flichas culs

Hare
DaezHre

Far Away
hicaelkach

The Ziddle
Fave For Fighte

S Sebekee, 07

o Dychrvsddi, BEE mspu ship K6
Foyte ron; el are Fo Al L51 come Fos
e vner® Pos Na i e LD base, S D07

Edugcation
Fersons 18+
<12h
Coll Gradg
oliaga 6. %
Grecuak 4 High

27 8% Eehool
Graduak

27.4%

/

Sore

College
8.7%

Ethnic Composition*
ACH Peracne

=Cnly v 26T Conhs en Yarkels

Black
4.0%

Househcld Income
Perscns 19+

2$25K
134
e

.

FEHAEK
21 4%

$50 K~5'|’( )
247%

Time &pent Listening by Bemographlc

(Hours:Minutes)

Mar-Sun, SaM-Vid

| =1
T3
Fi2+

)

contnuss

P18-34 Pe3-54 P35-34
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Adult Contemporary

A Well-Ldueated Audicenec

The segment of AT listeners in
heuseholds curnin ral Jemsit £7%,000
anmually bas risen cach vear since
Sprinzg2noa, [rien 28Y% 1o m:ﬂrllv agéa
in Spl'ing 2007. Thal allluencs: B mwlh
rate -.1'35)&'. 1o elx FEUE Wil 00 of
tudicds faslist,

AC okl waell inoonacradl B spenl
listening, hut as with many formats,
AC expenenced TSTerns'on, especially
UIMGIE 25-545. which .wlipi:ul 30
winules per week over the pasl vear
{nnd a tntal of 35 minntes over the past
lowur el

AC asteuers induxed ul the wational
auverige i their DemovratfRe publicaw
alfihatinns, bl were H"h’l'll]_\‘ Imone
likely te be Tndependent. Thex wene

the second-least hkely of all listerers tix

buyva satellite radio subscription in the
<ot year, uod were wwre likely thun
HYLHEE Loy mprer X} R"Ns, o0a- ‘:"*9 999 b
<1 LCY CaTy

flta

How: Doy S mayad sdip K6
SaoE For; eI E i Al
Lk come fromScar haough WSt Reease o, 307

Family Status How Often Usually Vote in Ameunt Househeld Plans te

Yamisd 2% Local Electiens Pay for New Vehicle Naxt

Mever Maricd {Sinale) sont | | Abwaye 100] 12 Months (HH)

; : ] $15,000-£19,999 109

o Child-en in Housshol Gote|  [Sometmes 108 T T

4t Least One Child in +H azw| LNever Q| |$20000-52, 107

$25,000-520,990 112
e Y ually Vote in . $30,000-634 900 122
QOwn or Rent Residence Statawide Elections $35 000-844 900 442

Own 5% Abwaye 103 $45 000 or More 11

Rent 1% Somztmes 107
e e Never il Ways Online Services Used
Employment Status How Often Usually Yote in L [iays

Emgloyec 35 Hours or Mera £t Presidential Elections .;;rcﬂo:l =g T 105

= oge |Read or Cortrizutad te) -100

Employed Leee Than 35 Hours — 17% Ahvaye 104 S —

Mo Erepleee %] | Sometmes %[ | Listento Audic Cioe 113
Household Gadgets Planned to L Never 91 |DownlogdWatch video 11|
Buy in Next 12 Months " - Financial Information/Sarvizes 12

T = F;:clollllcal Party Affiliation - e 15

Figtdl Corors fig] |Ree 18 [Iniemet Vallow Pages 120

= Republizar 10 ——

C\D Pllave!' 101 TSRS 105 Job/Employrment Ssarcn 114

DVE (Tives, et) 105 Independet, Bu: Fesl Closer | Ligten to Redia 112

HOTV 106 to Demeeratiz 108 Local'Cemmunity Evente 121

MF3 Player Independent, Bu: Feal Closer —

(Boct. Crealivet, etoy w7|  [1oRepubloen 104|  [Moxs Listinge 125

FDA 7| Lhoneof These 39 :‘9’“‘3 116

- : == ay Bills 119

S?lelllle Radio Subgeript o1 83 Time Spent on the Internet Radio Station Sre 1

Video Game Syster £7|  in Average Week Real Ssteve Listinge 17

Wirelsssiuel Service ‘a1 Cher Teastha | [l 100]  [Fravel Ros nge !

Lt Herber L3 I W 18] [dhe ree o 24

WirelsesiCell Service for Self o £ Houre 120 Weather 17

10-19 Hours 15
20 Fours or Mors 110
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Pop Contemporary Hit Radio

Behounding in the Ratings

Tespite lsing 33 stations betwesn
Spring 2006 and 2007, Pup CHR's 281
stations delivered a slight gain In the
lurmal‘s national sudicnee share,
!'ibil'lh' e 55% Iu;.ﬁ%—ile—: Tt
up—tick in oy }mr::—ram}:iu,u fourth
12+. Pop CHR attracted ne-.n‘l_\' 42
wiillic Fsteners cach week, up rom
40 millionin § priug 2006, wid Lhal
was third-most of all formats,

I
AQH Share Trend Listenars 12+

Persons 121 Mon-Sun, BAN-Mic Maon Sun, 54M Wid

Sp02 8P03 SP04 SPE SPLG | SPLY
613% €'|3ﬂl{' 5!3% 5l$n"‘|' 5r5% *5.6?‘9

Pop CHR was iz No. li:rululuuumg
Teens, nked Nu, 2 wilh adulls 18-24
and 25 34, and was fifth strongest

AImong H.I.illi L 35—44 s (ilt].

Autience Composition g
Percent of Format Audience by Demographic
Moa-Sun, 64M-\id

TThe: lormad D The seeomd-higlat
wmuecnlralion of Wowen laleners,
sl il audicnue compesition shilled
shightly alder betwesn 200s and 2007,
However, 71% of 1ts listeners were
<till uader 55 vears old, making it

the seeund-youngest of all Jormals.
Pap CHR ulsor munkes] N 2 in
Teen vomposilon, Ul in 18-24

poreenlage, s 87% o ['i0s sudienu:
wus under 45.

hane izl 24H
Ifu Llr_.eil_ (| IIJI
Ell Errmats,

s MK 24

16.7%

How: Doy b mayad sdip U6
SyTE rov; eLamAS aTe i Al [5ie come oz
M er® Pos M m e e Dk bhase, Sanng 07

P27 PBd P23 PB4 PGEL PSR4 e ootz
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Pop Contempcerary Hit Radio (Pop CHR)

Gaing in All Daytitne Dayparts

Tr-car hstening hecame incrensingly
doninaut as Uie pretered Lieation for
the Pop CLIR audicnee, rising from
40% 1 473% belwaxsn Spring 2005 and
non;—*—llu:l‘ﬁ I'nurll'—hig]u:ﬁl :ummf.;u”
lurmals,

The: lormul paated pains in all duylime
duﬂmrld belween Slu'il 1z 2006 o il
2007, and rankzd Hunld in evenings,
fonvth in mornings and stternoons and
L i suidduys, Pup CHR was upin
Hix ol nine tegions nativnally: it had
the thivd highest share 12 in the
BEasl North Ceuleals it was [uurtl in
New England, Middle Atlankicand
West North Central; and fifth in

the Last South Central arca,

Taallis wis the anly top 25 market in
Spring 2007 witha Pop CHR ontlet
asthe No, 1 station.

AQH Share of Listening by Localion
Farzone 12+ Mon-sun, BAM-Mid

AQH Shars of Lislening by Daypart

Parzsons 12+

Cther
414

"':EM;L{ T AtHeme Wk
o \ 34»0% r'.'lloﬂ‘ Bun
\ TAE GAMMiG

InCar
42 8%

]

flan-Fri
TPN-Wic

ten-Fri
3Pk =1

flen-Fri
10AK-3PM

e -Fri
BAN-10AN

Audienes Shara by Regian
££% - Naicnsl Averaga
Persons 12+, Mon Sun, AW MiZ, AQH Shere
Iiiountain Wes: North Centra
East MNorth Cenira

Hew Englan:
Middle Atlantic

Figures represent th=
share o ligtening that

~ Faiifs his fermat atracts
(includas Aloska witin thess sansuz
ac Hanwaily regions.
Sauth
Soie? Tyab vl BESmapa s fif Allzntic
Wes: Scuth Central cotvas P
Ezct Soutt Cenira
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Pop Contempcerary Hit Radio (Pop CHR)

Educatian Househcld Income
Ferzons 16+ Perscns 19+
<12th

Colege Crack 5%
Craduak 4 .0% M

2.2%

Tap Pop CHR Hits off 2007

Szy tRight

haly fi~facs

Eig Girs Dor't Cry (Personal)
Fergic

Loslrdar:

ik

Irrealacesble

Eeporzd

The Swweed Escape
Cwek Clefani

High
School

Graduaks
35.2%

/$25 K-3504
or.8%

come SEORSTSK
Colage 24.9%
238.5%

What Goes Araund Comes Anaund
st Toetaba

Its ot Qver

DauzHnr

el TaMs

Tirrlbelsio fea Futsce & Tirdembe
The Way | A

Tirr halwa beaf Kt Hiaen
Glamocus

Fergie

LN R e e

Ethnic Composition* Time &pent Listening by Bemographlc
AGH Perscns (Hours:Minutes)
=Cnly v 26T Conhs en Yarkels Ma1-5u n, Bat-\id

Black  Higpanic
140G 5?0;,

Oher £
G2 dip [

530 a4 53¢ 515

530
P12+
e

Soi? e, BESmspd s fid p12-24 P15-3¢ P25-54 Paa-64
FyTe ron; elmpns aTE T Al JEie come o
e vner® Pos Na i e LD base, S D07 ‘m‘?h'”;f
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Pop Contempcerary Hit Radio (Pop CHR)

Strong Likelihood for
ElccLlronicy Purchiases

Nearly 6195 ol Pop CHR Jisleners
attended or graduated from eollege.
The: prereenlape whi Bued in
'Iiiln—K!}l(tl(]r‘;t‘.'ll'llil‘lg S:_?a;ﬂt}t‘.- Brmens
1npreved from 27% o 3066 over the
patst b years—an 18%. gwm'rh rate.

"I"IIIIIIHL'I"]I.‘I\II'H‘ inerenqi VRS nl
slternale colertaement media wus
reflected in Pop OHR's time spent
Bislening, which tied Lor Lhe shurlest
lengzth of all lormals, However,
behween $pring 2006 and 2oz, Pop
CHR ri].‘lﬁ!l!l.‘{&““lptﬂ‘ a vekalively smaldl
A5 minubes 12+ and 12-24, and held
stewly with all older demns.

Pap CHR listeners ke T adependent
politically, and towards Demaocrats if
thete wis 1 preference. Thesy indexed
fifth for surfing 2ot howrs a woel
aunlincand Nu. 1 lor spend ing
530,000-§34.999 v a new cir in
the vonuing year. Pup CHR listencrs
wore ullli?llg L]l(' niol “L(']-\ | [F]

be huying ennsumer electronics,
cxpeeindy compulers, satellite mdin
subseriptions and eell service for

4 Lowschols wember,

L B A
Mo, Ducb.uoddg b SiEpadsdab K6

Soure. Foreldkamans are it A b
L cope foeartant th LG Nepgee oL 2062

Family Status How Often Usually Vote in Ameunt Househeld Plans te
Yamisd 44%, Local Electiens Pay for New Vehicle Naxt
Mever Mariod (Singlc) dot|  [Awsye 74] 2 Vouts ik
. : - ] 5 $15,000-£19,999 125
o Childen in Housshold 45| |Sometmes 108 T T =
Loz O Chil in el Liger 131] | 3200005, il
$25 000-529.990 03
How Often Usually Veta in $30,000-534 590 141
Qwn or Rent Residencs Statewide Elections $36,000-544,999 100
Own 64%| [Abvaye 78 $45,000 or Morc 126
Rent Z7% Somztmes 18
e =% Never 17 Ways Online Services Used
Past 30D
Employment Status How Often Usually Yote in :‘:cﬁ = ::: 28
Emgloyec 35 Hours or Mera 54°% Presidential Elections Bloae 7 = —
= oge |Read or Cortrizutad te) 158
Employed Leee Than 35 Hours — 24% Alwaye 3 Eomrioas Nisid
Mo Erepleee &l [Sometmes 18] | Litento Audc Clos 167
Household Gadgets Planned to L Heer 1291 |DownlosdiWatch Videe 132
Buy in Next 12 Months " - Financial Information/Sarvizes 118
Conoler 134 F;:clo:r:zzlr;ar‘ly A -93 Games 122
Ligtal Carers 119 Republis a0 | Intemet Yallow Pages 132
V2 Player 114 [ :
Syet Khccacndont 100 Job/Erployment Ssarcq 452
DVE (T, etc) 13 Independet, Bu: Fesl Closer Ligien to Redio 137
HOTV 110 to Demeeratiz 15 Local'Cemmunity Evente 135
MF3 Player Independent, Bu: Feal Closer —
/Bt Croathes e 161] |mRepubloen as|  [Moxs Listinge 15
FDA 45| Lbonaof Thesa 5] | Hews 122
Salellite Radio Subgeript o1 145 Time Soent on the Internet Pay ,B'"S — 132
Vo Catre Sviten i8¢ ir:r:Eerfa; . h"ul:eke nEerm Radlo_Slauon.Sl.:e 136
WirlsssiCel Ssrvice a1 Cher T Tl o ~$93' =stao Listinge 128
HH hdermber 143 < ravel Resarvations
Wirelass/Cel Service for S 129 14 Hours 122 {Ailine Hatel, Auto) 107
Wirsleseilel Service fof Se £ Houre 125 Weather 124
10-19 Hours 120
20 Fours or Mors 120

Ml Racio Teday 2008 Ediion

< 2005 Atkiren Ing.



Classic Rock

A 35-54 Music Leader

More than 27 million peaple enjoyed
Classic Ruck, one of tadin's v

maost Listened to formats, featuring a
luuudution ol ek hiks trow e ke
*60z inlo U inic "Sos, There were 514
Claseic Rock stations 1n Spnng 2007,
gemerting 4.5% of the national

radio audience. down from 4.2%

Lhe previows year, Two ol huse
stations, KORS Minneapolis and
WD\r'F_.-"PiI !h‘l'&lll"-'.;ll. wire Moo 1in
their murkels, Ei\'irl[_{ Tha Tsrmal basa
lesclers among the top 25 Metrns.

AQH Share Trend Listenars 12+

Persons 121 Mon-Sun, BAN-Mic Maon Sun, 54M Wid
Worrer
Sp02 BP03 SP04 SPE SPLG | SPIY 30.0%

92 48%  40% 49% 4T%H | 4%

) N hen
Autience Composition 70.2%

Percent of Format Audience by Demographic
Moa-Sun, 64M-\id

CIH Hh'i". R' ):?k'i"- E" n i] v l mlﬂ ned: Wi
70% r1en, fourth-highest of all formats
<oversd. Tts programming targeted
45 54 adults, which composed 50
<l 1l audicoe: wo furmal achioved
st gl o leve i that demo. Classie
Reek's 45 54 compesition ranled
Koo, 2 ol all fmis, shyrocketing from
750 to 41% in the three years hatween
Spring 2003 and 2007. The farmat
ranked No. 4 emong Adults 55 44
aul 45-54.

1%

27 5%
hazeacl |\';‘J|'|
Corpodiza or

el frrate. 16.0%

How: Doy b mayad sdip U6
SyTE rov; eLamAS aTe i Al [5ie come oz
M er® Pos M m e e Dk bhase, Sanng 07

p1247 P1a-24 P34 P¥44 Pa5-54 PE-£4 PG cotvsss

Ml Racio Teday 2008 Ediion 2008 Aien Ins.



Classic Rock

Rockin' On LThe Job

Classic Rock carned more thaw a thind
<l s listening ul work, wnkiayg Gurth-
highest among all foamats, However,
inereseed al-horne and in-car lislening
<h ippw] A ay 2% nl al-wink lunc-in
hetween Spring 2005 and 2007,
Although slipping a fracFon in each
du'\- purl Irom S priug 2006 o 2007
Clussic Rock ranked as the No, 4
format in middays and fifth in
llmrll‘illge—;ml;l Hﬁl:l'l HANS.

Thi Bast North Coutul and sl
North Central veaions had the mast
Clussic Rock stalivuws, and Classic Ruck
rankesl as the third-maost-popular
lurmial iu the West Nouvth Contal
rogion, Lt wwas fourth in the Mountain
s, 3th in Easl Norlh Conteal, amld
s1xth in Middle Atlantic und Pacific
arveas. Despite itz wtings decline,
Clussic Rock improvis] it share ol all
radic listening n four vegions: New
Fngland, South Alantic, West South
Central and Mountain,

Hoi: Tyt BES mapad s il

AQH Share of Listening by Localion
Farzone 12+ Mon-sun, BAM-Mid

Olher
28%

AtWre
34.4%

inCar
A 5%

AQH Shars of Lislening by Daypart

Parzsons 12+

4.8% 4,7 4.5%

47%

lic-Fri
T PR

flen-Fri
SPM-7>1

flen-Fri
10AK-3PM

e -Fri
BAN-10AN

Audienes Shava by Regian
4.5% - Nationel Averags
Persons 12+, Mon Sun, AW MiZ, AQH Shere

Rleuntain

Pacif s
{includzs Aloska
anc Hawaiiy

Wes: South Central

\es: North Centra

East Morth Cenira

Hew Englan:
Middle Atlantic

Figures represent th=
share o ligtening that
his fermet aftracts
witin thess sensus

reglons.

South
Atentic

E=et Soutt Cenir

45%
kion-Sun
BAl-Mic

oontvuas
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Classic Rock

Tap Classic Rock Songs ni'ann-;

Sweet Emraticn
Lercamin

LC-zam On
Zercsmin

La Grangz
Z Top

Lweet Fome Aabama
Lprrord Srvnyez

Camy Cn Wayward Sca
fmtes

More Than A Fealing
Bosfon

Vialk This Way
Zermsmin

Tvsh
e

Pzace Of Minc
Firsbi7

The Jaker
Stase Ml

LN R e e

o Dychrvsddi, BEE msfau s 6
Foyte ron; el are Fo Al D518 come Fos
e vner® Pos Na i e LD base, S D07

Vher

99.5%

Edugcation
Fersons 18+
<12t

Colege Grade
Graduak 37?:5

206% =
\ High

Sehool
Graduaks
32.9%

Some:
Ceolega
38.5%

Ethnic Composition*

ACH Perscnz

=Cnly v 26T Conhs en Yarkels

Blac < Fispani:

A% a1

Househcld Income
Perscns 19+

5254
114%

A\

450 |':—55|< il
20.5%

497K $EH
27 4%

Time &pent Listening by Bemographlc

P12-24

(Hours:Minutes)
Mar-Sun, SaM-Vid

P18-34 Pe3-54

P35-34

-
648
Fi2+

P

ontvyss
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Classic Rock

Strong Interest In Satellite Radio

Aulirdeulens will be inlerested in
Largeting Clussic Rock consuniers in
the eoming vear, a5 those consumers
indlesaed abeoust The nalional EIEEETLE liir
inlenl 1o pul'r.'tumn Aot el il

price polnts, espectally in the $a0,000-

835000 range, whete Classic Roclk
lisleners indexed think-highest anong,
SORAUTNCTS.

Clussiv Rock Jsteoers Jeaned

Iudclmldan politica Ly and weie qwowe

likely thaut the average porsen G vole
wceasionnlly in local, statewide and

P I'I.H;it 'I."l | in‘]} l']l.‘!i i‘ HY~. Tl |‘.:!' MO 1N
schve online tham the avenige person,
ranking New. 2 for visiting auction sites,
but also significantly meve inclined
thun the generu] populativn w esit
dio station Web sites and listeon Lo
radic online, devmload fwatch videe,
cheek news, wenther, Mogs und el
estute listings.

Clussic Roek eonsuiners ulss iudexed
abkave Hhe nalional UV fur intenl
to prrchass varions consumer
<lectrmics, and ranked No, 210
interest in getting a satellite radin
e:ulw:riplit:n,

L B A
Mo, Ducb.uodig bESiE P sda {6
For:

Sowrce. wiokamaig are oAb
D cope . ieartaol th L R gase <L 4007

Family Status How Often Usually Vote in Ameunt Househeld Plans te
“amisd &% |  Local Elections Pay for New Vshicle Next
Nevr Marid (Singc] o [Abweye $2| 12 Months {HH)
No Ghid'en in Housshold 4g%|  [Sometmes 4] RO 14
4t Least One Child in +H 51| LNever gl peaOued n
$25,000-520,990 100
e Y ually Vote in . $30,000-634 900 125
QOwn or Rent Residence Statawide Elections $35 000-844 900 420
Own 75%) [ Abvaye 9| | $45.000 or More &
Rent 20% Somst mes 15
e 5L Never L Ways Online Services Used
Past 30D
Employment Status How Often Usually Yote in ::I:mi = QTL}: v
Emgloyec 35 Hours or Mcra 66% |  Presidential Elections Bloge 'R;a FITTA ) 0
Employed Leee Than 35 Houre — 14% Abwaye 101 Buwrl:zac Music? =
Nol Emgoyos %] [Sometmes A07) | Listente Audic Cliss 124
Household Gadgets Planned to L Heer A1 |DownladWaich Video 130,
Buy in Next 12 Months " - Financial Information/Sarvizes 118
Tomnatler 100 F;:?:r:::}:_;my A -34 Games 109
Ligtal Carcrs 118  Renubliss Jog|  [Intemet Yallow Pages 15
LV Player 4| EE JoblE -
= LAY TR 15 ob/Employment Ssarcy 412
DVE (Tives, et) 123 Incependent, Bu: Fesl Closar | Ligten to Redia 120
HDTY 112 to Demeeratiz 112 Lcca[l[_:cmmuqity Evante -1 14
MF3 Player Independent, Bu: Feal Closer —
(Boct. Crealivet, etoy 13| [1oRepubloen 121 Mowis Listinge 118
FDA 142 | None of These B L‘tm 12
- : == ay Bills 112
i.at;e"“; Ratlo Subecripton lgg Time Spent on the Internet - Radio Station Sie 120
fiden Game Syster in Average Week - .
Wirslsssfoel Sefvics ar Cher T Tl 15| [REams e 121
HH Merber 116 4h 3 .{-ET-E ?ﬂa‘gaps
[Wisloss/Col Servioe for Self 102 S {2line ot Aulo) 1%
£ Houre 123 Weather 124
1019 Hours 112
20 Fours or Mors 120
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Rhythmic Contemparary Hit Radio

Ameriea’s Youngest Audienec

The strength of Americi’s 156
Rhytnnic CHR stations delivered
zgmilliem listoners and 4.0% of the
nalional rdio audienae in Sping
2007, down s 4.2% W 2006.

Thythmic ZHR featured o mix of

dance; upheat rhythmic pop. hip-hop

and REE hils. and wus mosl promiucnt

1 the Paeifie, Wesl South Centmlanld
Senath Atlantic regions, which acommt
I 62% o e slaliins. F’n:r‘mpﬁ due L
the high appaal of this larmal 1o Foumng

Hispanic listerers, fully one-thind nf

Thythmic CHR stations were located
i jusl Lo slules: Calilorwinand Toxas:
nee elthae st Dol eaeen halFUhad many.

AQH Share Trend Listenars 12+

Persons 121 Mon-Sun, BAN-Mic Maon Sun, 54M Wid

SP02 SPO3 SP04 SPIG SPLE | SPOT /
30%  40%  45%  44%  42% | 40%

Mer
45.0%

Waren
£2.0%

Autience Composition

Percent of Format Audience by Demographic
Moa-Sun, 64M-\id

Rhythmiie CI R delivered America's
roungest audicnee: Ouly 8% of ils
Bisteners were mare than 45 vears old,
and it ranked Ne, 1 in bioth Teen and
18-24 composilinn a1 25% aud 30%,
respectively. More than half of the
dudience was under 25, and 79% wis
under 35. The format ranked Ko, 2
amnong Teens, Wiird with Adulls 18-24
andd Towrh swma ng 25-34.};.

“amjone &7l

Cemooedte

1 al brrat.
20.2%

Bk 24.0%

o Dychrvsddi, BEE mspu ship K6
SyTE ron; eLamAS aTe i Al [5ie come oz
Me v er® Pas Mam an et LDe % base, S 47

P1212 P16-24 P34 P44 P49-54 Fac-t4 P otz

Ml Racio Teday 2008 Ediion D 2008 Atkion Inc.



Rhythmic Contemporary Hit Radio (CHR}

Legions Lo Regions

Almest 0% of Rhythmic CHR
Bistening ook pluce at howe orin r,
tourth highest in those ecombined
Docaslicn s, Tn-eaar liwlening 51‘.1|}h$:t3
et |'!_v 2% e of lelal lune-in sinas
Spring 20035, and nearly 6% of it
listening ocenrred somewhere ather
Lhan ul work io car aeal howe—Lojs
<l all Tormals,

The nafior s sixth-favorite format got
ity bestatings aller school let oul
whery ib runked sixth i alterneous
and fourth i evenings. | lweser,
Uhichsas lweer Ju”»: e weerss when
Thythmic CHR had lost more of its
sudhence share, dropping 14% ind
a2, respectively, from Spring 2005
E:200=,

Rhythmic: CHR wits the countiy’s
third highest rated format in the

Pacilic region witl 7.7% ol all lsleniog,

1L tunked fourth 1u the Wesl South

Centrul aren sl sixtl in New England,

DmpiLt‘. e || mlinﬁs 51i||p.\15r.;
Thythmic CHR showed ratings gaing
w Lhe Wost Sputh Central and
Pacific region.

AQH Share of Listening by Localion
Farzone 12+ Mon-sun, BAM-Mid

AQH Shars of Lislening by Daypart

Parzsons 12+

Otrer
56%
Ac\rk —_—
16.2% -
' N\ AtHores ;

\ G.5% Klon-Sun
| 427X 6AIv-hic
|
{

InCar / I

36.6% 4 - . . y

fde-Fri ten-Fri ten-Fri fde1-Fri

BAM-10AK  10AM-3PR SPR-FT 7PIHRiC

Audienes Shava by Regian
4.2% - Nationel Averags
Persons 12+, Mon Sun, AW MiZ, AQH Shere
Iiountain Wes: North Centra

East Morth Cenira

Hew Englan:
Middle Atlantic

Figures represent th=
share o ligtening that

~ Faiifs his fermat atracts
(includas Aloska weitin these sensuz
e Hawwaily regions.
Sauth
Shie: Byl tus g, DS sy i fik Atentic
Wes: Scuth Central cotvas P
Ezct Soutt Cenira
Ml Racio Teday 2008 Ediion 2008 Aien Ins.




Rhythmic Contemporary Hit Radio (CHR}

Tuap 'Rlil\.'lhllﬁt-. CHR Songs nratltlj}'

Euy U A Drank (5 awty Snappin’)
T Pau=:! Yooy dic

This Is Why I'm Hol

ffre

You

L'ordfoa W Al
Irreslacashle
Eeporzd

Con'; Watter
Ay

We Fly High
S aanes

Urirella
hawia mat Jav 2

Farty _ikz & Rockater
Snop Bayz

| Wanna Love You
Al L, S Dy

Shauny
fies fear. « Far

S e, S07

o Dychrvsddi, BEE mspu ship K6
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Rhythmic Contemporary Hit Radio (CHR}

“Top Format for Consumer
Elcclrunics Purchasey

Abcul 8525 of Rlwtnnie CHR 18+
listeners graduated from high sehoal
<o hiawe peast-sovendary e nelicn.
Rh}-lhn e CHR's aiudienes: semment
<arning §25,000-$50,000 11
household ineome ranked thicd,
s e segmienl carning $75.C00 ur
wore rose 1% belween Spring 2005
md 2007

Rhythwic CHR was tied Jor lourth-best
i Line spent listewing among 12-24
Tisteners. 1'SL hetwoen Spring 2006
-"'"III 200'} Hl; E'Ipl'll iH II} |$ "Iil'll'l(!!’l.

Thes listeucrs indexed Bou in
Bkelibocd Lo purclise o cowpuler,
<igital imers, HOTY, videss game
systert, MPg playar, P, wirelessy
<ol service fura houschold wember ur
themselves, and o new earvalued mme
than 545,000, They lod ull lisners in
l»n:ing .‘iills]l.:, R]l_v!hmit: CHR lislenars
athed thind iu itent 1o buy o zatellice
l}l(]i' VRO il.'(:. l'\ i ‘](}'ﬁ'll ]( h;“] Ill]g."
Bistening to sudio cF ps and fir
yisiting radio siles; Uy mnked
fourth in listening, to radio cnline.

L B A
P, Duch veoddy, i Sk P sdab {6

Soure. For eldkamans art it A b
D cope . ieartaol th L R gase <L 4007

Family Status How Often Usually Vote in Ameunt Househeld Plans te
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Urban Aqult Cantemporary

The Grossth Stecak Continues

Moving from eighth toa fie for
seventh-must-popular oroal in
Ameriea, Urhan Adult Contemparar
<aiferye A s U e raenliva: nlinge
ineries in S;!r;ug 2007, t.’]ilnll;ll}; Ireem
4 5.4% share to 3.7% of the natonal
radicraudience. The conmtry’s 170
Urbun AC nutlels were led by op 25
wiawkel keaders in Wushinglon, D.C.,

and Charlotte-Gastonia-Rock LIl

Mure Lhaw 15 millinn Iu:t)plc listened L
Urban AT cuch weel, nud the sudience
ranked seventh highest in its 58'%
pmprlrliun ol Womaen, The 1 el
andience wis 35-34, and Urbar AC
ranked fifth-lighest in its andience
composition of that demo. as well as
1fth fur 15 45-54 conceulnlion, &
gradually aging lornat, Urban AC s
en ofits 25 4q sogment shift fo g5
demos belween Spang 2005 i 2007.
Nenrly 88% of its listeners are at least
2 years old. Uthan AC ranled as the
fifth highest rated format among,
Adulls 55-64.

oi: bty B 5wl s fit
SyTE ron; eLamAS aTe i Al [5ie come oz
M er® Pos M m e e Dk bhase, Sanng 07

AQH Share Trend

Persons 121 Mon-Sun, BAN-Miz

Listeners 12+
Maon Sun, 54M Mid

Sp02 8P03 SPO4 SPE
2|2${l z@% ‘3!&% '3|2n'"|'

5P
34

Spur
:3|7|:‘f

Man
42 4%

Worren
57 6%

Autience Composition

Percent of Format Audience by Demographic
Moa-Sun, 64M-\id

soiane AAH
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Urban Aqult Cantemporary

Suceess Maorning And Night

TUrhan AC ranked Afth-highest for s
amecatration ol al-home hstening,
thoush residence and at wark listening,
Liases bewrn deeh ning i recent yoars in
luvor of m-car Wwog-in, The lurwal's
6% ratines prowth In mormnes
between Spring 2005 and 2007 mirror
Lhal vl s overall 124+ Jwprovemenl,
and evenings have done cven bellor—
up17h durimg that time frame. Uiban
AC I‘HII'I{I.:] F{U\'(!lli]’l II-ll }'K}lll rl'llll'l'li”ll.;.‘i
anlavenings, whon il pol s el
rafings.
Over The sl yeur, Urhan AC nulched
ratings growth in six of the canntry’s

nine reggions. The format ranked No. 2
in the 'ast Semth Centml, fntth in the

Soulli Atante and sixth i the Bl
Novth Central area,

AQH Share of Listening by Localion
Farzone 12+ Mon-sun, BAM-Mid

AQH Shars of Lislening by Daypart

Parzsons 12+

Oher
3.L%
Atierkc N
19.7 B
A 2%
b H“H’JI‘B frlg1-Sun
| 44.6% ) 47 GAlHMC
% / :l
_4 fde-Fri ten-Fri ten-Fri fde1-Fri
OAR-10AK  10AM-3PM SPM-FORE 7PIEREK
Audients Shara by Regian
2.4% - Naicnsl Averaga
Persons 12+, Mon Sun, AW MiZ, AQH Shere
Iviountzin Wes: Vorth Centra

East Morth Cenira

Hew Englan:
Middle Atlantic

Figures represent th=
share o ligtening that

~ Faiifs his fermat atracts
(includas Aloska weitin these sensuz
e Hawwaily regions.
Sauth
Shie: Byl g, D s 2 46 Atentic
Wes: Scuth Central cotvas P
Ezct Soutt Cenira
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Urban Aqult Cantemporary

Tap Urban AC Snllg.-'.ni'zll():}'
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Urban Aqult Cantemporary

Radio’s Unglish-Language
TSL Leader

AL89S, Urbnn AC runlox] sixth-hest
among all foricats in terms of
poreenlape ol ily Bistennorowhi had o
IIiH}I H".I'H“ |1 ‘;l i p]l niE ar }J“-\Uli Ll. T}I(:
percentage of Urban AC hsteners in
households earning at keast $75.000
ann Lml]lr advanced 15% between
Spring 2005 und 2007 ol U
top gairs in that categonry. More than
=5% l Urhan AC lislencrs wore in
Lhe $25.0004+ N segmenl.

Urham AC bonsted the No. 1 highest
Line spenld “:—:It:ning il ull F.IlH”HlI—
language formats in this study, manking
No. 1 amony both 25-545 and 45-64s,
and fifth amemg 18 345, Henwevor,

the torraal gave 30 winules of TSL

124 sl 25+ belween Spring 2006
and 2007,

flta

How: Doy S mayad sdip K6
SaoE For; eI E i Al
L come fromSoa haolgh et Reease 4 357

Family Status How Often Usually Vote in Ameunt Househeld Plans te

Yamisd 0%, Local Electiens Pay for New Vehicle Naxt

Mever Mariod (Sinalc) 08| | Abvaye 2| 1 Mmﬂh: (HH) _

o Childen n Housshokd 4% |Somstmes % 515-338‘& zggg 1;;

4t Least One Child in +H 5w Lhever 13 ghm‘w-ggg o

v & [
oimlioninbd S e s ually Vote in . $30,000-634 900 12
QOwn or Rent Residence  Statewide Elections $35 000-844 900 450

Ous 5% | Abvaye 861 | 45 000 or More 13
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e 5L Never 120 Ways Online Services Used

s L
Employment Status How Often Usually Yote in ::I:mi = QTL}: s
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Urban Contemporary

Strength With Teens,
Young Adnlis

Ametice's 154 Urban Conlen porary
stations attracted nearly 18 million
lislener and ﬁtllll‘l‘ﬂ!(:{] a.9.7% shure
in Spring 2007, dewn lmn 4.1% 0

AQH Share Trend

Persons 121 Mon-Sun, BAN-Miz

Listeners 12+
Mon Sun, S4M Wid

yeur erhier. Its ratings decline can be " - - i

pirtilly attributed to 235 fewer staFons SP02 SPO3 SP04 SPIE SPL6 | SPLT y

(resulling in 2 milliow lewer Galeners). 43%  46% 4% 43% 1% | 37T% / Mar
Urbun Coulepoary was Liod us ( 45.8%
Amerien's seventh mnst popnlar I“\bm ¢
pri)gl'ﬂ"l'llllillf_; (:hllil:l',l |E]f|l§il'|g 542% \

Nao i Atlanlaand Ballimore. b

Urhan Conteraparnit's appeal Teaned Autiience Cam position T

Lowards Woren. 1L cunked third-
highest in Teen composition, fourth
10 18-24 woneentration and fifth tor
its pereentage of 25 345, Almast bva
thivels ol ils Lisleners were uuder 35;
829 were under 45, 10 raubisd No, 3
amemg Teens, fourth with Adults
18-24 and Lilh with 25-34s.

Mure Wan one-Uird of Urbui
Coutviuporary stalivgs were iu the
South Allanl iy ey Dsive as nouny

Percent of Format Audience by Demographic
Moa-Sun, 64M-\id

N alesal ..-.':1|"
omooeticr br

s15 elsewhere. Twenty-tun states had al famek.

uc, iucluding Culiforuis, with snly Jaaut 24.4%
«me each in New England and the

Blountaim arcas. 17 85

16,6%

okt Dye g, BES My abp {6
SyTE ron; eLamAS aTe i Al [5ie come oz
M er® Pos M m e e Dk bhase, Sanng 07

P¥44 Pa5-54 P3c-id PG cotvsss
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Urban Contemporary

A Little Night Masie

Urban Cemtemporay ranked Ko 4
nong ull lormals 1o the percenlage
ofits listoning taking place at home.
heruggly in car ineres sy loak shane
rum residence lunc-in. Almost 5%
«f Urbann Contemporary hstenine
<oceurret sanewhers olher tun

U honie, al worli or incar. ranking
Sseeond-highesLio thul calogory,

The format generates its best ratings
al uigll I, where iL rankee Gith unoyg
all formmts, N also vulpedonned ils
wverall 121 shore i afternoons,
l:lllkill}.; M:\'c:nl.lh [ | Wi :lli a |'I\:i'llm}| =
when Trlun Contem poran’s 12—

ratings shppage was most pronoineed,

dowm 16%, respectively, betweon
Spring 2005 und 2007

Significantly regianalived, Trlsn
Contemporary was the sceomd
strongest forowd in Lhe Easl Soulh
Cunlrul rc'.giml. am) was [Th-imos-
prepucdecr i Uhe Middle Atlatic nod
Soutl Atantic arcas, The format
grined audience shiare in the Middle
Atlantic. Eust South Central. Eat
North Central and Pacific regions,

AQH Share of Listening by Localion

Farzone 12+ Mon-sun, BAM-Mid

AQH Shars of Lislening by Daypart

Parzsons 12+

Qther
A 4%
18.5% N |
- ) 7%
\ AtHoma 64%  Hon-Sun
In Car | 46.3% EAM-fiz
33.2% / :I
.,/
= I -Fri flen-Fri flen-Fri lic-Fri
CAN-10AK  10AM-3PM SPM-FARA 7 Fitric
Audients Shara by Regian
S.7% — Naicnsl Averaga
Persons 12+, Mon Sun, AW MiZ, AQH Shere
Iviountzin Wes: Vorth Centra

East Morth Cenira

Mi-idls Atlentc

P

Figures represent th=
share o ligtening that

~ Faiifs his fermat atracts
(includas Aloska weitin these sensuz
e Hawwaily regions.
Sauth
Shie: Byl g, D s 2 46 Atentic
Wes: Scuth Central cotvas P
Ezct Soutt Cenira
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Urban Contemporary

Tap Urlsun Contlemporamy
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Urban Contemporary

Attrnetive Purchasing Prospects

More than 87% of Urban
Contewiporary listeners huveal Jeust
4 high school diploma, and move
than hallatlemded or ﬁlml ualed fronm
<:;"1.:f.;t:. M I|Hll]}-= the peree lapge ol
those in &75.000+ households had
Jumped 21% behween Spring 2005
sl 2007 Ui bigest inerense ol
any [oemal. Neady toe-quarters
af Urhan Contemprra-y listeners
Ii\.‘ (] irr Ili’“hl. ||E|I|Jﬁ( 41N II; |'|5 man~
Lhan £05,000 por yuar.

“I'ime spent listening to Urhan

L] milemporary was lilth-beul aine 'S
Al fhomads, The foramat ranked No, 2
n TSLamong 12-24s and 18-345,
was tied for fourth among 25 545
andd v sixth wmong 35-645.

Tk Contempeorary listeners indexed
o3 in planning to buy a digital
<onen, DVR, HDTY, PDA. video
HEJI'I'I('. H}'Hh'l“ ﬂ"d “r;l"!l(:ﬂﬁ{."lﬂ’" F)ﬁ'.l'\'il’(:
Lur themselves or o Lunily wenber,
'ﬂlc::.' indesed Nee 1 e online

‘iul'nf em p] nyment searchand fin
buyiig near priced belween 515.000-
$20,000, They were thind most lilacl}'
Lo purchua an sulcmabile valn]
belween $25,000-$30,000.

flta

Mo, Ducb.uodig bESiE P sda {6
Soure Foryeidtamanns are oAb
D cope . ieartaol th L R gase <L 4007

Family Status How Often Usually Vote in Ameunt Househeld Plans te
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§25,000-529,990 126
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e ] LNever 18 Ways Online Services Used -

ey Hak How Often Usually Vote in 2L .30 T}ﬁ
Emgloyec 35 Hours or Mcra 5% Presidential Elections ‘;‘rm‘o? Mg - a4
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Mexican Regicnal

Five Wins il a Row

Ome of America’s fastest-growing
lurmals. Mexican Regional expanded
its prosence from 2u7 stations to 202
belween SJ‘H'i ng 2006 il 2007,

AQH Share Trend Listenars 12+

Persons 121 Mon-Sun, BAN-Mic Maon Sun, 54M Wid

'l\'lll.lili'lillz.: s 'H—L‘l:lil}' IK'I]{.."I 12%

from .5 milhon to 10.6 million and = = =
<lmming the Mo, 1 station in Los SPo2 SPO3 SP04 SRS SPLS | SPCT y
Avgeles, Mexican Regionul aoved up 21%  24%  26% 2.0% 31% | 34% 'I"'lbl'!]'?ﬂ’l /

1] T 1] 1] 1 (m ) 42 i

Lrom e No, 1L Lormal o Ko, ¢ oo
vear, eracking the top 1o for the fiwt
U Thi forme. olimls<ad [ron o 2.5
124 ~hantin SI.‘I'iI‘lﬁ 2002 lin G459 Iy
Spring 2007, gaining five comsecn tive
years.

P
67 Gig

Autience Composition
Petcent of Format Audisnos by Demographic
Appealing primarily =0 Men, Mexican Mor-Sun, B4H-Aid
Regional veas alsoa vomnger-demeo
frarmat, as 6ot of its listeners
ware under 35, 1l awdicnes was
llig]li_\' voneenlmled i he 25~44
demaographic, with a higher peraentage
al'its audivniss in botl that -egrnenl
{55%0) and hetween the agas of 25-34

{(agfn1 than any ather format. Mexican 35.0%
ch]onal ranked No. ;3 among Adults
25-534 wud [l with Adulls 18-24.
hazeacl |\';‘J|'|
Corpodiza or 19.9% 20 4%

dl Tt

How: Doy b mayad sdip U6
SyTE rov; eLamAS aTe i Al [5ie come oz
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Mexican Regicnal

ILmprovements Around the Cloek

Mextcan Regionasl’s ratings advanced
siguificantly io ull duyparts. up 19%
in mornings since Spring 200g. up
21% in rr|iﬂ1'la.\-ﬂ, 258 in allenwsans
2l 19%4in c:u:nil‘|5.~. The: fornal

ranked sixth 10 mornings and middays.

Unlike most furmals whore in-car
Lierem=in s snn Lhie i, ]iﬁlt'nins

by Ieation ko Mexican Regional his
remained almost unchanged in the
pust e yes, TUwus sixla-highestin
iLs at-home purecnlugy wnd luslan HuLg
all farmats for i car listening, which
genvealed jug ag98 ol ils wlings.

Asils mamesala suppoests, Muxivan
Berionul was highly vegionalicod,
heunl in ggstales. Nearly ll of s
ratings cime From the Zaafic, where
1t ranked No. 2. and the West South
cCentral and Mountain areas, where
il wats Nio. 3. Mawre than s thind of
Mexican Regional slalinns wers
the Pucilic rogiun,

AQH Share of Listening by Localion
Farzone 12+ Mon-sun, BAM-Mid

AQH Shars of Lislening by Daypart

Parzsons 12+

Cher
23%

Allerk

.6 A\ AtHore 3
\ Ao 248,
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share o ligtening that
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(includas Aloska witin thess sansuz
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Mexican Regicnal
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Mexican Regicnal

Gearing Up For the Web

Meare than half of Mexdein Regional
Tisteners had a lagh schuol diplowa
orwent to college. The perceatage of
Meleex i(.'ﬂ n R('H:l( lll-‘l] JOTENmerseHTn ; n H
al lenst $25,,m'm ann u}:"‘\-' row Treun
Tess than 44% to 36% between Spring
0005 and 2007,

Tinw spenl ]i,t.'l{'ninh', wii wharne
Mexican Regional shines: it deminated
<l formats 124, as well as 12-24, 18-34,
25-54 a1l 33-5¢4 Huwonern us with
sl Jormats, TSL declined between
Spring 2006 and 2oy in alldemaos.

Mexican Regioual was Uhe leading
lieremal Im\inH childvem wl e, in
heing renlers sl nol boiag politicadly
alfilizted. Their liay Internet aelivity
will likely he offset in the coming
yeur hyindexing Wes 1 for intent
o pmdmsc a computer. ‘l'hqv also
wlexed Lupws Lo pla:uling Loy putcltum:
=l l\-il‘:]i!ﬁﬁ:!l'.(‘-ll pl!'.ll rlil' I}II'I IIH(']\'(W:

o, 2 for Llikeliliond 1 buy a digital
<amcr, HOTV or M27 p]:}-“:r.

flta
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Hot Adult Contemporary

An lifficient 25-54 Performes

With 451 stations, Hot Adult
Contemporary delivensd u 3.2%
<hare of the national radic audience
in Slu'i ng 2007, Iiu:ai s L did thee
p I'I.E\'ll‘”llﬁ -\'1‘}”': M I(}E,F;":‘.’.‘ H(:\"l:l‘.!l J.'t'ar.*i
of dedinine ratings, Althoush racled
a8 the 1oth-most-popular frmat, Hot
AC ranked seventh io weekly Cume,
with 23.5 pullicn Lsteners.
Hot AC was the quintessentially
<llivienl 25-54 lernal wilh tl;r 219
alits wudicues wader 25 amd only 10%
alder tham 55. Still, 1ot AC ranked 0s
the 1 “'I—Iligh(‘ﬁl—riﬂt\} lrmal ameng
Tecas Mare than half of its listencrs
werz hetween 25-44. Tts 25-44
composition was fourth highestofall
lormats. TLalso ranked toudh-highest

w i1s ratio of Women listerers W Mo,

Aging slowly, Hot ACs 451 andienes
<ompisilion inercsel 29 hobween
Spring 2003 and 2007,

How: Doy b mayad sdip U6
SyTE rov; eLamAS aTe i Al [5ie come oz
M er® Pos M m e e Dk bhase, Sanng 07

AQH Share Trend

Persons 121 Mon-Sun, BAN-Miz

Listeners 12+
Maon Sun, 54M Mid

SP02 SPO3 SPO4 SRS SPL6 | SPIT Y
3I$% 3|‘5% ‘3!?% .3'[;304(* ‘3!2% 3.2%
Wormen',
_ 822%
Autience Composition

Percent of Format Audience by Demographic
Moa-Sun, 64M-\id

201%
H j‘lfﬁ"lﬂl .'-.':1 3
Compesion €
3l mek

23.4%
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Hot Adult Contemporary

Improving As the Day Goes On

While Hot ACs proportion of st-veork
Tistening ranked (Wh-highest of all
formats, that percentage slipped
et Than 2% sinee Spring 2007,
with st ol thal slal |1|-:>\-i|15 lix
l-ca e,

Hiﬁ AC‘H }l!\'()l I:t:rfl:»rﬂmlh:(: l“::l-\.ﬁ-(:'f'l'l
Slirinﬁ 2006 and 2007 e [i5mn
fractional declines in marnings and
middays, nffset by smilar gainsin
afernoons and evenings, Hol AC
aulperforued i 12+ telings in
middays, when it tied for sisth ameng,
all Gorroabs, and also Ju afternoons,
when it ranled eighth.

Duing the yowy Hoel AC iproval its
zlings in Lhree regions: West North
Central, Mouatain and Pacide, Ttdid
best in Fast Korth Central, ranking
sixth, and was seventhi 21 inthe Koew
Englund, Eust Noarth Contrul. West
Wsauth Contral wid Mounlein atcs.

How! Duchtusoddiy BES map s W6

AQH Share of Listening by Localion
Farzone 12+ Mon-sun, BAM-Mid

Olher
25% AtHzne
 253%

Aok
1%

Inar
315%

AQH Shars of Lislening by Daypart

Parzsons 12+

3.2% 34% 35% 2 bt
hla-Fri Iyon-Fri tlon-Fri tlo-Fri
GAM-108M  10AM-3PM SPM-TPK -1

Audients Shara by Regian
2.2% - Naicnsl Averaga
Persons 12+, Mon Sun, AW MiZ, AQH Shere

Rleuntain

Pacif s
{includzs Aloska
anc Hawaiiy

Wes: South Central

\es: North Centra

East Morth Cenira

Hew Englan:
Middle Atlantic

Figures represent th=
share o ligtening that
his fermet aftracts
witin thess sensus
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Hot Adult Contemparary

Tap Hol AC Sonps nl’ﬁ(ll):?
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" - choo
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25.3%
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J6.7%
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=Cnly v 26T Conhs en Yarkels
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3% Hispanc
Oher po— 13.1%
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P12-24
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o

) $25K-$50K
244%

4501475k
255%

Time &pent Listening by Bemographlc

(Hours:Minutes)
Mar-Sun, SaM-Vid

£30 &:00 13

P18-34 Pe3-54 P35-34

23C
r2t

ontvyss

Ml Racio Teday 2008 Ediion

< 2005 Atkiren Ing.



Hot Adult Contemporary

Llighest Level of Lmployment

TMove than 94% of Hot AC listeners
had a Ligh sehool diploma, The frmat
ranked seventh for its propertion of
<ol les = adnates aml wae ¢ 1h|1l|1 in
Lhe perecnl: upL ol 1z listeners wheo hal

attended o gradlr.lte&l from ml]e;:e.

The: peereenlage o Hal ACH audiens:
i1 heazeholds car ning 875,000 1r
more annually sas up «mte- Spring
Qoﬂs—mnlﬁng it seventh amengall
lrmals and a 12% growlh rate over
Lhal lime frame. Nearly 90% of Hol
AC listeners enumed at least 525,000
peryea~.

Hit AC lisleners were the Jeust

wnctupluyod of al mdio Listeners. They

IH'H]"’H‘] Nl). 3 r:“' HEH:FII“ “g o0 Il(“ll’!‘!
<rmore surfi g the Wb, indexing far
sthowe the narm and leading all other

listeners for chocking local fcommunity

<venls, Their listeners were mnong Lthe
sl Fll-l‘l-\ ITH 5{) “H" s o P]H_v H}ll’llﬂ\,
pry bills el scaweh opline Yellow

F'MH(‘H, weslher andd resd sl le lirifi|1h':~.

L B A
Mo, Ducb.uoddg b SiEpadsdab K6
Soure Foryeidtamanns are oAbl
L cope foeartant th LG Nepgee oL 2062
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Classic Hits

No. 1 lor Ratings Growth

The 288 stations programming Classic
Hits generully Ineused ou pup bils

af the late ‘60 through the “os, and
Sgﬁnﬁ 2007 wi- & walsrbed yuar liwr

AQH Share Trend Listenars 12+

Persons 121 Mon-Sun, BAN-Mic Maon Sun, 54M Wid

Clussic: Hil, which s ppl:mltul Oldies
s the leu:lim: format for older (]
Ll Classic Hits nad Qldics eoubinsl
lor 5.4% ol ull lisleners v Loth Spring
2006 aud 2007, Bul Claswic Hils
jumped from a e for1gth to Koo,
H(mﬁng 12k (eom o 2.1% 10 2.8%,
while Ohilies Tell by Uhe sonwe n mrﬁiu 2

SP02 SPO3 P4 SPIH SPLG | SPLT /

0%  1.2% 4% 16% 21% | 28% "hbrren
44.6%

ter
5E.4%

Autience Composition

Percent of Format Audience by Demographic
Moa-Sun, 64M-\id

while distmguishing the tvo formats
n 'HI}' (Iri.‘.;'-l ||}l] l-\ ]ln\'l‘ })L'l:" e i)"
branding, -he differences became
riore tar gble, espectally in 1t yonnger
audience compaosition, with 7% of
Clussic Hils listeners beiug under 55.
<cmnipaned 1o Olilics” 54%. Claswie Hils’
45 54 listener sogment was larpest nf
all tovmnts, Eaele weel, Clussic Hits
reached almost 17 million listeners, up
from under 13 millior in Spring 2006

2.2%

hazeacl hdH
Cerpodiz1 or 20.3%
dl Tt

19.0%
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Classic Hits

<ains In All Dayparts

TMore of the hsteming te Classic Hits
Lonh place vul uf hewe than mosL
formats, though that hecame less so

in Sln'inﬁ:oc"?. us Hl~]l(ITIIl‘,Wii1lC:d
al%., |n<ml'!_v o in e, Lhe pr‘(rl‘l‘.rnx]
locotion, While Classie Hits improved
impressively inall dayparks, it did hest
in middays, where il oulperloved its
<verall 12— share,

Chusisic Hiks increased il audionos
shae everywhere exeepl the Mounlain
arce. b share nearly tripled io the
Pacific roginm, and nearly drnbled

in the: Basl South Centid lereih Iry-
Classic: Hits ranked fifth among all
formats in Nese England .

AQH Share of Listening by Localion
Farzone 12+ Mon-sun, BAM-Mid

Orher
2.5%
: AtHore
T 201%
S
AthEre b

4

J InCar
34.5%

AQH Shars of Lislening by Daypart

Parzsons 12+
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Mon-Sun

26% 3 2.8% 2 it BAl-Mic

lic-Fri
PM-Me

flen-Fri
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flen-Fri
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[don-Fri
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Audienes Shara by Regian
2.8% - Nationel Averags
Persons 12+, Mon Sun, AW MiZ, AQH Shere

Rleuntain

\es: North Centra

East Morth Cenira

Hew Englan:
Middle Atlantic

Figures represent th=
share o ligtening that

~ Faiifs his fermat atracts
(includas Alaskz witain these sansus
ac Hanwaily regions.
Sauth
Soi? Tabrusdd, BES mapa s fif Allzntic
S ron; eames are o Al [518 come o,
M 7@ P N o s Lo baoe, Sprv, 47 Wes: South Central contosas B
E=<t Soutt Centra
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Classic Hits

Tap Classic Hils Sanps (1(:1!)()?‘
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Fih /f»\
Seronl il
Graduak i
30.6% FoHAEK
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4 i
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A7 At
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Classic Hits

Strongly Independent Politically

Listeners Lo Classic Hig indused
sccond-highest ur being Tudependent
politically. although those
Tm]:]n:mlnnlu that hud & preferenes
Letn [Il!] lox ](‘.H n ‘Rl:p“l )Iil:H n. T}i L'}:
1lexex] thilﬂ—must—lﬂ:ﬂ]y of all radin
Lisleacrs W be n \be el 1
purehase u car selling Jor $20,000-
§25.000. und wure nearly 30% mowe
likelx than the avernge person ta be
-L:}IPIPIIE f!H ﬁ]l’}‘l ."i:ll(>1 H las rl{l.lilﬂ H(!l'\';l:". ;II
Lhe w rmiuﬁ‘\-szu r. Clasie Hils Bslanera
alsoywere more probable purchasers of
WD players. DVRs and TTiAs than the
general publie,

flta
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Cldies

Leading Towards 55+ Emphasis

The Oldies format, formerly home of
“50s aud '60s ity bas slowly evolved
awer time to mclude pop singles of the
<§I!‘|}- "Z0u. Oldies has l't:t:t:nl}_\-' lest

AQH Share Trend Listenars 12+

Persons 121 Mon-Sun, BAN-Mic Maon Sun, 54M Wid

sGnus sl glm}ﬁ, ax ol Spﬁnh' Q007 Unews

were 30 fewer Oldies stations than

in 2006. The 750 statinns produced
almast 16 million isteoers, carning a
2.6% nalivnul share, dowa Lrum 0,49
in Bpring woaé and about half its 12
shure ol |'n|1|':.-'¢:m',t¢ ag. Much o et
lislening appears o have gone 1o
Classie: Hits, which gained the same
o7 difference. The minth-meost-popular
Lurral iv the lust report, Oldics ranked
N 12,

SP02 P03 SPO4 SPIG SPLG | $PIT y
3% 0% 0% 41%  I3% | 26%

Noren
49,3%

Autience Composition .

Percent of Format Audience by Demographic
Moa-Sun, 64M-\id

Oldies' gender split was nearly 50750
Neurly hall ol ils listeners were al Jeust
55 vemrs old —mans o ang nther pop
music format, and Oldics' 45 54 and
55-64 conpilinns ulse were higher
than other formats, Oldics raukied

Non. 4 among Adults 55-64 and fifth
with adu'ts 651

sqpy  303%

H ] i ar L" ft CH
Compostion fer
2l fxmak

18.1%
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Cldies

A Popular At-Work Lormat

Tune-in by leeation for Oldies
<eansvniens luas wemained alnwsl
identical since Spring 2oos, with
Oldics fans giving wwsre ol Hhei - Lolal
liﬁlt!l’lil'lg al wiok than deo lstanes of
the mujoﬁ:_\-' of uther formuts, The u;:h
«down significantly from Spring 2006
i all dayparts, Oldics generaed ils
best ralings in middays, where il
slightly exceeded its cvorall 121 share.

Regional valivgs lur Oldics slipped
<verywlieoe in Spring 2007, Lhowgh
edies stll perormed best In the West
Worth Contral urea, where il mnled
sixth. The format was eighth-strongest
10 the Mountain zone, and racleed
ninth in East North Central and

Bl Soulh Conleal Wunbiic,

Tespite the Ins: nf some sations,

Ollivs 1emained the fifth-most

programed loraat o wdio,

AQH Share of Listening by Localion
Farzone 12+ Mon-sun, BAM-Mid

AQH Shars of Lislening by Daypart

Parzsons 12+

Oher
26%
'“““\\ AtHome
\ 336% 260
\ fdon-Sun
| GhAM-Mc

/ 2.4% 2.5% 26% 1 40

I B B N T m

[don-Fri flen-Fri flen-Fri lic-Fri
BAN-10AK  0AN-3PI  3PM-7214 T PR

InCar
30.0%

Audienes Shava by Regian
2.3% - Naicnsl Averaga
Persons 12+, Mon Sun, AW MiZ, AQH Shere

Rilountain Wes: North Centra

East Morth Cenira

Hew Englan:
Middle Atlantic

Figures represent th=
share o ligtening that

~ Faiifs his fermat atracts
(includas Aloska weitin these sensuz
e Hawwaily regions.
Sauth
Shie: Byl g, D s 2 46 Atentic
Wes: Scuth Central cotvas P
Ezct Soutt Cenira
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Cldies

Signs Of Strengthening TSL

Move then 58% of Qldies histeners had
me—Ba'ondm'_\-' education, aud beller
than ¢1:% had o high sehonl diploma,
wmsislken | ﬂﬁm'n foor min yeuns The
H('l.;l'li(?"l "rold il:ﬁ |1IH|('|'1|.:rH li'\uills 1I||
households earninge 875,000 or more
annually wits np at a pace of more than
4% since Spring 200z,

“Time spent listening to Oldies has held
upwell in racent yess, In fact, TS
wercased 15 nunules anwng 12-24-
seur-olds and 18-345—uvnce of Lhe few
fromats ta Improve 1SL inany dema.
Cnu:[lei.iw: willy nlht:l'h:-rihxgl: T
formats, Oldies was stable overall 12—,
aind down on'y 15 minutes among
25 545 and 35 64s.
Tetween Spring 2006 and 2007, Oldies
becams inereasingly homaogenous,
05 the audienee eomposition of
Alrican-Americans and Hispanics
dedined s cnmbinel a2 5%. Ak.’-lll.; wilh
Alwrnative, dics wae one ol ouly tvo
lowmala where the praporl IEHRT
African-Americans and Hispanies

Education Househcld Income
Ferzons 16+ Perscns 18+
College G
Sl oo 425K
45% 15.6%
21V s 75K Sass 10
P 27 9% .
ligh >
- Sehool a
| Gredual |
o
J/ Rk / 425K-550K

7

S

Some SEOK-ST54 g
College 254%
A%

Time &pent Listening by Bemographlc
(Hours:Minutes)
Maa-5un, Sab-\id

Ethnic Composition*
ACH Perscnz

=Cnly v 26T Conhs en Yarkels

Bladk e
50 Fispenic
—— 10.5%

il ]U?‘ih‘ l]]l‘l 4] L]IC l].r';.' Fii pli R }l.‘«a fa Omr
B6,2%
G5
P12+
sl
it Pl2-24 P18-34 P25-54 p5-54
SapTE o eI are F0 Al DEIR come fon
M T P e ez Lo haoe, Sprys 27 oontvass
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Cldies

independent Minded

TReliable voters, Oldies listeners
wdexod Urird-lighiest for being an
Independent. and were more likely
then thes pene: rul |mh]i{: I leu}-‘.-; vl
i local, statewide and Presidental
<lections. They were No, 210
percentage nf heing emphe-nesters,
il indexed sonewhal moue lkely
Lhaw the uveruge poerson Lo be shupping
for a ear in the $20.000 S25.000
L. While: IIu:(\- indexaxd H]if{}l”}'
atbiovar The ncem in lminH:Jt:Iiwunlim:i
they were more inclined than the
general population to be intersctad in
werlain Web calegories: Yelline Pages,
e, v | ek lit.lin_-pm!rnd
rescrvations and weather, Of nots

e brwtdeistors wie hal Ollivs
comsumers were the least lkely of
il radio listeners in this report to
doumload musie;listen to audic elipe.

flta

How: Doy S mayad sdip K6
SaoE For; eI E i Al
Lk come fromScar haough WSt Reease o, 307

Family Status How Often Usually Yote in Ameunt Houssheld Plans te

Yamisd 2% Local Electiens Pay for New Vehicle Naxt

Nevr Marid (Singc] 20| [Abweye 7] o -

Mo Chid en in Hausshold 7%/ | Sometmes 107f T T i
A4 LszsL One CHild n +H it LMeer | |H20000-A, 1
Tugo- Yo Chid HA {74 $25,000-529,500 96

How Often Usually Vetain $30,000-£34 600 104
QOwn or Rent Residence Statawide Elections $35 000-844 900 70

Own 80%| | Ahvaye 108) | $45.600 o More ar

Rent 7% Somzt mas 102
e % Never 2| Ways Online Services Used

Past 300
Employment Status How Often Usually Yote in ::I:mi = QTL}: 01

Emgloyec 35 Hours or Mcra 554 |  Presidential Elections Bloge 'R;a FITTA ) o4

Ermployed Leee Than 36 Houre 6% | [Alwaye 1085 Buwrl:zac Music? .

Nol Emgoyos %] | Sometmes 103) | Listen to Audic Clins 85
Household Gadgets Planned to | Nover 2 |DownloadWatchVideo 5
I:l: ;:::::I 12 Months - Polifical Party Afflistion - ginazc;al Informetion/Sarvizes :118;
Ligtal Carers 39 '%:ml%“‘[ﬂ 3 13 | Intemet Yallow Pages 114
[VD Player 1B s Job/Employment

o T Khccacndont 133 ob/Employment Ssarcy O

DVE (Tives, et) 102 Incependent, Bu: Fesl Closar | Ligten to Redia &2l

HDTY <y to Demeeratiz 103 Lcca[l[_:cmmuqity Evante 07

ME2 Player Indcpmdc"tt, Bu: Fezl Closer A

(Poct, Creatives, eto) | |toRepubloen 105 Maovle Listinge 94

FDA g5| Lhoneof Theso 0 :‘9’“‘3 106

- : == ay Bills 96

S?lelllle Radio Subgeript o1 5 Time Spent on the Internet Radio Station Sre o

Video Game Syster B in Average Week Real Zstere Listinge 107

Wirelsssiuel Service ‘a1 Cher Teastha | [l 105]  [Fravel Ros nge !

b Werber 100 T4 4 bours 108 4-{:?:1 ﬁi’?eTaﬁﬁﬁ 110

WirelsssiCell Service for Self & £ Houre 107 Weather 112

40-18 Hours 402
20 Fours or Mors 103
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All Sports

Steady Growth,
T pressive Qualilatives

Amvrica's 131 sanked Format, Al
Sports reached 14,2 million listencrs
per wostk and appealed Lo n ligher ralis

AQH Share Trend Listenars 12+

Persons 121 Mon-Sun, BAN-Mic Maon Sun, 54M Wid

<l men hwonwen than :ulyul]n:r
programming, There were 560 stutions
<armang All Sparts in Americi—eighth
<alall Tonnals—usually fealuving
uckworle progrums ulong with lucul
premonalities, as woll as lacal, vogional
4 1}1 'Ii'.f_'lt ta ll‘] IH L l‘lli'.HHi( H 'Iﬂl IJ] }](\'—l )_\" E’IH)',
<all-in talk shoves and fnlerviews,
All Sports improved its share of the
national raclio audience in steady
inerements every vear sinee Spring,
2004,

“I'be audience compansition for Al
SporLs was newly all 25+, with Lall of
its Bisteners over 45 and alwoost ball
betwern 35 54. Its proportion of
A5-44s was sixth-Inghest ol a1l e,
The audienca has heen uging slightly
sinee Spring 2003, with All Sports

45 composition increasing from
under $8% Lo 51%.

SP02 P03 SPO4 SPIG SPLG | $PIT
18% 17% 20% 21% 22% | 23%

Autience Composition

Percent of Format Audience by Demographic
Moa-Sun, 64M-\id

Halenal 2QF 251%
iu_\np;i ohie 222%
2l feamzk. 186%

How: Doy b mayad sdip U6
SyTE rov; eLamAS aTe i Al [5ie come oz
M er® Pos M m e e Dk bhase, Sanng 07

p1247 P1a-24 P34 P¥44 Pa5-54 P3c-id PG cotvsss
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All Sports

Proven Regional Balanee

T earis by far the preferred locanion
where All Sports lisleners loe-ing
«mly Contemporare Christian slaimed
2l [:mpm'liun ol ils avemll
lir;lf.:ning |:li<ill'.': plmx'ml the ressd.

To car rose from 469 to 48% of All
Sports histening, taking ime iwway from
4l bome awd al wok, All Sports seored
particularly well inaflernuon drive,
where it has impreved every yoar sines
2005, .tiu'hﬁ!:ullinu:f exvees] ing s
“ovurige 12— shareal thal Bme 1 als
delivered ahove-merage mtings in
mormings and middays.

AllSports was well-halanoed
regiomally, with its sirongest rahingsin
tewr England and the Middle Atlantic
areas wnd showing growth cvervwhions
<l v xepl the: Wesl Santh Conlial,
where it wns relatively evon with
Springaon6.

AQH Share of Listening by Localion
Farzone 12+ Mon-sun, BAM-Mid

AQH Shars of Lislening by Daypart

Parzsons 12+

Liher
Mok 1.7%
19.9% . AtHome
40.5%
9%
\ Rlen-Sun
.'l 5 4%, 928 i 2‘20& EAM' Niz
In Car
K0 [don-Fri flen-Fri flen-Fri lic-Fri
BAN-10AK  0AN-3PI  3PM-7=14 T PR

Audienes Shara by Regian
2.3% - Nationel Averags
Persons 12+, Mon Sun, AW MiZ, AQH Shere

Rilountain Wes: North Centra

East Morth Cenira

Hew Englan:
Middle Atlantic

Figures represent th=
share o ligtening that

~ Faiifs his fermat atracts
(includas Aloska witin thess sansuz
ac Hanwaily regions.
Sauth
Hoie: Tald tus iy B ms il s 46 Atentic
Wes: Scuth Central cotvas P
Ezct Soutt Cenira
D 2085 Atiren Ing.
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All Sports

Leaders in Afflucnee
and Educalion

Hold the jokes abuul the stereolypical
dumb jocks: All Sports listeners ranked
Nas. 2 aminng wll fewmanls in e
poreenbage il Al hateneens holding
wollege degree, and 80% of them have
attended or graduatel from college,
aloo ranking No. 2 winong all lowaks
s Lhis study.

“The eslieation paid off: All Sports was
Ko 1in e parcenlage ol ils lisleoers
w houscholds carning s25,000,
£50,000 (il 575,000 0r more
-"llll'll.]-‘!"-\'. .\]i'.H r‘.\. ?5% WU Illl LII(:
S50.000-phis income bracket. All
Sports listeners I the S75.000-0us
category rose from helow 48% o more
than 519 siee Spriug 2005, Alfcun-
r‘ﬁ“l?l'i‘{!l] n& HII(I Hi.li[\ullll(a—: I'iii')ﬂlh"!rll('Ll

Iess than 2ot of listeners,

Tire spenl listening Lo Al Sports
slipped 15 minutes verall from Spring
2006 L 2007, 1L was ol 30 minules
Snchg 12-24- 15 minulcs HITCHA
Adhilts 18-34. While holding steady
with 25-545, TSL was dewn 15 minutes
with 45 64s.

o Dychrvsddi, BEE mspu ship K6
Sugte ron; kIR a7t 00 Al DEiE come Sos
MewornTer® s S a v D base, S 0

Education
Fersons 16+
<12 Hig
Grade Sicheol
gy Orecuak

7.2%

oM
Colege

%

Ethnic Composition*
ACH Perscnz

=Cnly v 25T Conlis e Yakels

Black

9.8%
Oher _ g Hispanc
$14% 4

’L\\_
A,

Fd

Hausehcld Income
Perscns 16+

~<$25K
AL
T $25K950K
/N 8%

$50K-ST5K
&8%

Time &pent Listening by Bemographlc

(Hours:Minutes)
Maa-5un, Sab-\id

G45 745 700

-
630
Fl2+
|
P18-34 p2s-54 F35-54
oontvass
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All Sports

Vull-time Employment,
Top Homcawners

Abigher perecentuge o' All Sports
listeners were emploved full time and

ol Lhetr nwn home than any athe-

livrrmal. Tht:_\' imslexax] al o near e
top for Intent to bu}-‘ amewe car worth
520,000 tn §45,000, being at least
20% maore likcly than the average
populubon lor thul price rauge,
Relinble and abrve avernge vnters in
all Tevels o' elest inlm, Ilu:_',- alsc mnked
Niv 2in acreentage of being iarricd.

All Sports eomsnmers were highly
el online, hefng al lea-1 qa% imaone
likely te: spend 20 hours o weels using
the Weh. They indexed among the top
formats in several online activitics
weudiug lis ening Lo strearing
sdion, vist g rudin shalion i,
1'11“L*.|:i11g financial resomrers,

pesl i npfenn ribuling 1o hlogs,

down cadingwatching videound
musi¢ and many other areas. These
listeners were far more likely than

the geueral public 1 be in Lhe market
tora DYR. HDTV, PDA and sulellib:
tadio subseriplivn.

L B A
Mo, Ducb.uoddg b SiEpadsdab K6
For:

Sowrce. wickamag are oAbk
L cope foeartant th LG Nepgee oL 2062

Family Status How Often Usually Vote in Ameunt Househeld Plans te

Yamiad &0, Local Electiens Pay for New Vehicle Naxt

Mever Maried (Singlc) 16%| [Ahvaye 112f 12 Vonths (HH)

Mo Chid-en in Housshold Gote|  |-Somstmes i *ﬁgggggg 10

AfLsst One Chid n 4H 4%  Lhever Il [Pt 121
Tuz o Yore Chid HA 584 $25,000-520,990 437

How Often Usually Vetain $30,000-£34 600 424
QOwn or Rent Residence Statawide Elections $35 000-844 900 1%

Oun 81%|  |Abvaye 18| | $45.000 or More 115

Rent 17|  |Somstmes 100
et Sk Never s Ways Online Services Used

Past 30D
Employment Status How Often Usually Vote in ::;:cﬁm QT!.}: 137

Emgloyec 35 Hours or Mera it Presidential Elections Bloge 'P:‘aa oo 206

Employed Lese Than 36 Houre 0% |  [Alwaye 13 C Il Music? -

Pl bt 2%l [Sometmes 81| | Litento Aude Cios 15
Household Gadgets Planned to M L Never 81 |DownladWatchVideo 130
Buy in Next 12 Months " - Financial Information/Sarvizes 154

D ey G

Ligtal Carers 5 AT o5 Intemet Yallow Pages 134

VD Player gg| [Republosr il I s

e Inc cacndent 105 JlobJEmployrr!anl Searct 114

: (TIVoY, eto) 143 Indcpendent, Bu: Feol Claser | Ligten to Redia 145

HOTY 133 to Demeeratiz 120 LocalCernmunity Events 127

MF3 Player Independent, Bu: Feal Closer —

(Poct, Creativet, eto) 15| [t Republoen 144 Meuds Listings 134

FDA 13| LboneofThese 83| [ MNews 148

; . = Fay Bills 13

€?JE|IIIS R UGS O 1!:2)? Time Spent on the Internet - Radio Station Sire 162

fiden Game Syster 1| in Average Week - .

WielsssiCel Setvice 1 Clher TR Q| [Ee s el 14

HH Hortber 9 14 Hours 109 4;:?::1 Fotel, o) 139

WirelsesiCell Service for Self Fi £ Houre 13 Weather 10

10-19 Hours 139
20 Fours or Mors 130
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Contemporary Cnristian

In Car Drives the Ratings

Contemporary Chrishian, a genre
<l paapular nusic thial also featured
issucs and subjects conneeted to the

Christin aith, mined up anc nitleh

AQH Share Trend Listenars 12+

Persons 121 Mon-Sun, BAN-Mic Maon Sun, 54M Wid

in Slﬂ'lll'lgﬁoﬂ‘} I bereonne Ameried

a:'i.\;th—most—pmgmmmed formut with
204 stations, It reached 14,3 million
lislencers per weeh und leaned
decidedly owards Women, who muke
up nearly 6:3% of its listoners  thind
||:|.;'|1¢::-:I ol wll Tormatsan i reporl n
Spr‘i: ' 2007, (‘(mlt:lnglm ury Chirisliun
<aned 2.2% of the valiumal radio
audience: the 0,0% decline from 2006
wats 15 Simst uller several years of
growlh,

SP02 SP03 SP04 SPIG SPLE | SPOT y
1.8% 19% 22% 23% 24% | 22%

Man
2%

92.9%

Autience Composition

Percent of Format Audience by Demographic
Moa-Sun, 64M-\id

“Ivwa thivds of Contemporary Christian
Listencre wore belween 25-54, und
ey hadlwere belween 35-54-

“I'he format had the fifth highest
<camiposalion of 45- L 44-year-olilz,
and although near 'y ga% of its
listeners were at Jeast 18, its Teen
<omposition was sixth highest. 'The
sudience uppeaad Lo be aging very
slightly, with the g5+ sudicnss

<ot pogilion growing Gom 3794 o 3o%
between Spring 2005 and 2007,

haisra MAH 25.2%
':1:;-I'lpliuﬁm fr
e 168%

240

5. 7%

G4%

o Dychrvsddi, BEE msfau s 6
SyTE rov; eLamAS aTe i Al [5ie come oz
Me v er® Pas Mam an et LDe % base, S 47

P1247  PB2d  PZE34  PX4d PS4 PS4 PG oontnass
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Contemporary Christian

Aftecnoon was Leading Daypart

Wearly half of Contsmporary Chnstian
Tistening Louk place in Uw car: thal was
higher than any other format, and

the pereentage mew .kl.l:an?illyl, us
sl-wark ]i.‘ill!iliIIB—”IUHHI‘.‘IIh!hL
<ompuonent of the three man
hcutivus—conLinued W decline,
Though down in all daypacts, woekduy
wlings lor Conlerpurury Clirislian
wars shremgest in afternoons and held

wirl :m"}‘ wven lroan ?-prin}; Q005

Contem poracy Christian caveed ils
highest ratings ‘n the Lost South
Caundral mgii)n. el 31 ranked (!iglllh
amaong all formats, ind 1t ranled ninth
w Lhe West North Ceuleal area,
Broaddeas! inull 50 stales,
Contemporary Chrastian had the

wiosl slations in Lhe Eust North Coulval
region, with a sixth of all outlets.

AQH Share of Listening by Localion
Farzone 12+ Mon-sun, BAM-Mid

AQH Shars of Lislening by Daypart

Parzsons 12+

Oher
Atk 1.4%
15.5% .
. AHoe
\ 34.0%
\ 2%
| klon-Sun
In Car / 2.2% 2.1% 2.3% T
49, 1% d _t
[don-Fri flen-Fri flen-Fri lic-Fri
GAN-10AK  W0AN-SPI  3PM-7214 PM-Me

Audienes Shara by Regian
2.2% - Nationel Averags
Persons 12+, Mon Sun, AW MiZ, AQH Shere
Iiiountain Wes: North Centra
East MNorth Cenira

Hew Englan:
Middle Atlantic

Figures represent th=
share o ligtening that

~ Faiifs his fermat atracts
(includas Aloska weitin these sensuz
e Hawwaily regions.
Sauth
Hoie: Tald tus iy B ms il s 46 Atentic
Wes: Scuth Central cotvas P
Ezct Soutt Cenira
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Contemporary Cnristian

“Tap Contempora
Clivistian Songs ol 2007

Lnec
fiash G5 Foas

Evary Time | Broatha
E; Caksy lresis

Ever asting Gee
1 %za7 Bersr-

<5ive You Glory
ey Do

Ering T1e Rair
liscysls

Dozs Anybady Hear Fer
Laddmg frowne

I'm Mot Whe | Wias
Gaidor reab

Ne b= To L

Toopmre

IMade To Worship
oClosiy Torli

“You Alkne
Eohowia Angex

Sowrce oo e 1T

o Dychrvsddi, BEE msfau s 6
Foyte ron; el are Fo Al D518 come Fos
e vner® Pos Na i e LD base, S D07

Educatian
Fersons 18+
<12h
Grade High
S3%  gehool

College

Graduak
328%

Graduaie
N 2210%

vome
College
40.0%

Ethnic Composition*

Cher

ACH Peracne

=Cnly v 26T Conhs en Yarkels

Black
4%

B0.0%

Hispanc
¥

Househcld Income
Perscns 19+
S$751
114% s 425K
S 284%
2.4
L
\I
450K-$75\ __|
24.0% 7
_
—— EoBK-550K
2554

Time &pent Listening by Bemographlc

(Hours:Minutes)
Mar-Sun, SaM-Vid

&15 7:00

P12-24 P18-34 Pe3-54

P35-34

ontvyss
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Contemporary Cnristian

Married, Republiean,
Linlening Online

Alrost 05% o Conlew porary
Christian listeners had a high school
diplemni. Tlu..'_r vankad Gfth in
porecnlage ul hateners witl & ((}"I.:f.;l‘
-dﬁ;ree (neurl}' on&thil'd) aned sixth
frwr hiving attended or graduated
trom colleye. More than 60% dve i
houscholds cm'rling al leusl $50,000
ayear, and bevond a thivd were in
heaurrhodds n the 575,000+ walipary,
upralwrale ol t\‘-}% wingss S[Jl'il't# 2005,
when it was helow 20%,

(‘.ﬂll't!nl{u!l'&ll‘_\; Chrislians |'.1liﬂg.—|
decline cen be haced ta ime spent
llsft-mn;, which fell sigmficantly in
Spring 2007, down 43 minutes per
wenk uw.m].l, s woll as with 25-54¢
il 35548

Ahigher perecntage of Contemperary
Christion lileners were arried tian
Lhierens ool ml:.‘:)ﬂurr learmal. |||:|t',xing
Ko, 1 for belng oceasional yolers,
lh(‘_\' alan indesed Koo 11 DI'!H:;!IH
Tepublican and st for being
Deoiucrals, They were active but
light Internet users, but indexed

Niv. 3 e listlening hooeudin anline.

flta

Mo, Ducb.uodig bESiE P sda {6
Soure Foryeidtamanns are oAb
D cope . ieartaol th L R gase <L 4007

Family Status _ How Often Usually Vote in Ameunt Houssheld Plans te
Yamisd 71% Local Electiens Pay for New Vehicle Naxt
Mever Mariod (Single] 17%]  [Abwaye gg| 2 Vouts il
RV A e — 24| [$15,000-619.900 125
o Child-en in Housshold 41%| |Somelme let S =
4t Least One Child in +H eota|  LNever %| |$20000-52,
§25,000-529,990 4|
orimlrlninbd K e s ually Vote in . $30,000-634 900 109
QOwn or Rent Residence Statawide Elections _ $35 000-844 900 104
Own 76%] L Ahwaye 100} | 45 000 or More 75
Rent 17%| |Somstmes 124
e 5L Never L Ways Online Services Used
ey Hak How Often Usually Vote in 2L .30 T}ﬁ
Emgloyec 35 Hours or Mera 56 Presidential Elections .;;rcﬂo:l =g T 32
oge |Read or Cortrizutad te) 124
Erployed Leee Than 35 Heurs 12% Abhwaye 108 Conrloac Music?
Mo Erepleee 201 | Sometmes 102] | Lieten to Audic Clise e
Never /2| | pownloadWatsh Videg 127
Household Gadgets Planned to
Buy in Next 12 Months " - Financial Information/Sarvizes 121
ComnaLter 12 F;:?:r:::}:_;my A -ﬁ? Games 102
EL?}:!LFEZ-HE ﬁj Renublisar qg5|  [Intemet Yallow Pagas 138
- av 7 Khccacndont 75 JlobJEmploymanl Searct 108
DVE (Tives, et) 129 Incependent, Bu: Fesl Closar | Ligin to Redio 147
HOTV 106 to Demeeratiz &2 Local'Cemmunity Evente 133
MF3 Player Independent, Bu: Feal Closer —
( Poc, Creafine? eto ] 116 to Republ cen 1258 | Mode Listinge 1§8
, A hews 14
FDA «p| LhonsofThess :

- . = Fay Bills 128
S?lelllle Radio Subgeript o1 131 Time Spent on the Internet Radio Station Sre 15
Video Game Systery 110 in Average Week Real Zstere Listinge 15
Wirelsssivell Service “ar Cther Taas a3 B 17| [Frag foaris
HH Merber 116 ravel Resarvations

\WielsssiCell Service for Self w 14 Hours 134|  [{Aitline Hatel, Auta) 112
ire gll Service for Se £ Houre 155 Weather 131
1019 Hours 122
20 Fours or Mors 198
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Alternative

Active Online, Emploved and
Afllucnt

A iz aain formal i Ui ek
gemre, Alternative held steady with

4 2,1% sharc of the waBonal vadio
Auilicne in Sprin}; 2007 cx:l‘n[mmﬂ Lia
2008, The [unaal shwed some of e
siume arbists with Active Rock, which
Largeted a sliglily vounger rock
listenership. More thun 15 million
peopls funed in to one ar mare of the
15 Alwrnative stations cach wek;
there wisre also 152 move-older-
skewing Adult Alhum Alternative
<ullets,

AQH Share Trend Listenars 12+

Persons 121 Mon-Sun, BAN-Mic Maon Sun, 54M Wid

SP02 P03 SPO4 SR SPLG | $PIT
33 1% 31N 24% 21% | 2%

[van
G4.5%

Autience Composition
Petcent of Format Audisnos by Demographic
Nearly huo-thivds of Alternative Mor-Sun, 64HM-Aid
listeners were men—fifth-hghest of all
formats in this studx, About two thirds
wore under 35 vears old. [ 18-24
comipoelian was i seoond - ghest,
was third most in the 25 34 demo and
wetss Bt h=slisonzesl in its Tesen
segment. Despite its vouthful appeal,
the percentage of listeners bebveen
45 34 grew from 261 to sulk
between S pring 2005 aud 2007,

25.5%

Hafoya AD
vompoaios
for 3 Brmets

247%

12.0% 10 4

How: Doy b mayad sdip U6
Sugte ron; kIR a7t 00 Al DEiE come Sos
MewornTer® s S a v D base, S 0

p1247 P1a-24 P34 P¥44 Pa5-54 P3c-id PG cotvsss
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Alternative

A Nighttime Badio Winner

With 44%. of listening dane in car,
Allwruative ranked Udrd-lighest uff
all formats in the percentage of its
|i:-;lcr||i|15 Hizal was done on Hhe roed.
Thal in-car pe rt:cnlaﬁc' it 1l & SiN-
VLT p&'ﬂ:. while Alternative's ut-
hesme's share declined five straight
yewrs und the formal’s at-work Lunc-in
shure

was at a shr vear losy.

Evenings were sliongesL fur
Allcruative raliv stations, when U
froemat's 255 share coutparformed

ils 2019 124 averaga share by o 16%
margin. Ratings were steady beheen
Spring 2006 and 2007 except fora
small deeline in mornings.

“The New Englind. West Sauth Central
sind the Middle Atlantic regions
showed ratings growth between
Spring 2006 and 2007, aud Uwugh
Alteruatise ranked 15tk overall
nationally, iU wuy the niath-nost-
pcl[:lul:u' lerrmial in The Pacilic n‘giun.

AQH Share of Listening by Localion
Farzone 12+ Mon-sun, BAM-Mid

AQH Shars of Lislening by Daypart

Parzsons 12+

Orher
2.8%

AtHome
N

Atirs
25.6%,
\". 21%

klon-Sun
BAl-Mic

Z2.0% 1.9% 2.3% 29%

lic-Fri
PM-Me

flen-Fri
SPM-7>1

flen-Fri
10AN-3PI

[don-Fri

In Car SAK-10AK

43.6%

Audients Shara by Regian
2.1% - Nationel Averags
Persons 12+, Mon Sun, AW MiZ, AQH Shere
Iiiountain Wes: North Centra
East MNorth Cenira

Hew Englan:
Middle Atlantic

Figures represent th=
share o ligtening that

~ Faiifs his fermat atracts
(includas Aloska weitin these sensuz
e Hawwaily regions.
Sauth
Hoie: Tald tus iy B ms il s 46 Atentic
Wes: Scuth Central cotvas P
Ezct Soutt Cenira
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Alternative

Tap Alternative Suugsul'mm?

Paratyzer

FﬁiE'EfE.IEJE"]

Wehat vz Done
L Par

Foers:
Fape Bovio

Face Down
Ni2d b ot Apparais

Breaih
Emaing Ezgjzmn

Fein
Thico daye Seze

Snow ey Oh)
fad Y Tl Doppee

leky Thuma
Yihie Sees

From YYesterday
35 Sesan Tofas

Diig
Inilne

Soiwee: doroe e, 207

o Dychrvsddi, BEE msfau s 6
Foyte ron; el are Fo Al D518 come Fos
e vner® Pos Na i e LD base, S D07

Edugcation
Fersons 18+
<2th
“Jace
College
i 7.4%
raduab 4 High
26.1% 7
1 ohonl
Graduae
26.8%

fome
Colege
BI%

Ethnic Composition*
ACH Peracne

=Cnly v 26T Conhs en Yarkels

Black o
- g Fispznia

Oher 18

Househcld Income
Perscns 19+

o3t
9.9%

o

2 4
,// M

$5'K-5?5 <
25.0%

£25K-550K
49%

Time &pent Listening by Bemographlc

812

P12-24

(Hours:Minutes)
Mar-Sun, SaM-Vid

545 £45

P18-34 Pe3-54

P35-34

ontvyss
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Alternative

Large Inerease in #7500

HHI Segment

Mure Lhen 9o of Allerative slenere
lived in households carning $25.000
FURUIIES HI'IIILIH”.\_-'— loaurth-hes. cf all
Lurmaks, Betler Uwn 40% werein e
$75.000+ vuterory, whieh was fifth-
highest. Siznificantly, that g0% figure
wats up (oo under 32% sinee Spring
2002 —a growlh mle ol 274 thal

was secord anly to Conntry. Nearly
Lreo-Lhirds of Alleroative listeners
wart in hewsceholds penending
§50.000 0r more,

Ranked No. 2in full-lime ctllp]n:_\'lrlt’lﬂ,

Alternative listenars were among the
most ikely to by expensive cars. As
the Ne. 1 Intemet users of any tormat,
Allernative listeners judesed tops

i st ways peoplesarel the Wels
including listening tn vadin. Ranking
Iove s gonbrmcd Detavenils bt Mo, L
<1 Nemourat-leaning Tndependents,
they alsnimlexed No. 1in likelihood
b buy o satellite radio serviee and
PDAs, wl ranked Nes, 2 fur Jikeliliood

Ll pn rithuae an MP3 p]:l_w.r G Wil :l(!HH{-‘"

<l service for the howsehold,

flta

Mo, Ducb.uodig bESiE P sda {6
Soure Foryeidtamanns are oAb
D cope . ieartaol th L R gase <L 4007

Family Status How Often Usually Vote in Ameunt Househeld Plans te

“amisd 44%|  Lecal Elections Pay for New Vshicle Next

Nevr Marid (Singc] g [Aweye [Z] QLU -

Mo Child-en in Housshold 49|  |Sometmes 19 15.L00-419;

A4 Least One Gild in 4H gog|  LNever 121 glﬂm‘m-ggg fg

(00-529,990 20

| Tuo o~ Vore Chidrspin Hd
—2881 o Ofton Us ually Vote in . $30,000-634 900 125
QOwn or Rent Residence Statawide Elections $35 000-844 900 425

Own G| | Abvaye 841 | §45 000 or More 178

Rent 250 Somztmes 123
e =% Never 19 Ways Online Services Used
ey Hak How Often Usually Vote in 2L .30 T}ﬁ -
Emgloyec 35 Hours or Mcra 65% Presidential Elections ‘;‘:g:?ﬁ;g S Cortorad ) :};é

Employed Lese Than 36 Houre  20%|  [Alwaye 4 Buwrl:zac Music? -

Nol Emgoyos 1€%]  [Sometmes 120 | Listen to Audic Clias 1¢1
Household Gadgets Planned to L Never 191 |DownloadWalsh Videe 205
I:l: ;:::::I 12 Months = Polifical Party Afflistion - ginazc;al Informaticn/Sanizes :1123
Ligtal Carers 138 M £ Intemet Yallow Pages 199

= Republisar 2l =

C\D Pllave!' 121 TSRS 109 Job/Employrment Ssarcn 154
DVE (Tives, et) 134 Incependent, Bu: Fesl Closar | Ligten to Redia 176

HOTV 115 to Demeeratiz 135 Local'Cemmunity Evente 140

MF3 Player Independent, Bu: Feal Closer —

( Pact, Creathe? et ) 170 to Republ cen 125 | Mode Listinge 133

: 04 hlews

FDA 16g| LbonsofThess 1 :

- : = Fay Bills 145
S?lelllle Radio Subgeript o1 217 Time Spent on the Internet Radio Station Sre 1
Video Game Syster 192]  in Average Week Riaal Zatsos Listioe 142
Wirelsssiuel Service ‘a1 Cher Teastha | [l 100]  [Franel Recoreat 5
HH Merber 145 : ravel Resarvations

[Wielsss/Coll Service for Self o 14 Hours 18 {Ailine Hatel, Auto) 1M

ire gll Service for Se £ Houre Ty Weather 140
10-19 Hours 145
20 Fours or Mors 192
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Talk/Personality

Shifting Towards Older Men

Arter thres vears of steady growth,
Talk,/Peisonality sipped Urom 2,195
of the national radic andience to L8%,
TThat decline s ppeared Lo henalit
Nows/ Talklolorwalion stulions,
which inervazed by the same margin,
The 202 Talk;/Personalitr stations
reached move than 10,3 million
Listenvrz ench waeek, who luaed in o
hear many top natiemal amd mespested
ll K'-‘JI J RN H'IE.1 il il:&.

Men comprised nove than 63% of the
audience, which is gradnally edging
el ans Wb weam s om0 st 65—
resse Freom 203 to 23% betwesn Spring
2006 and 2007—a larger one-year shift
than anv other demo in any format,
Thal 65— scgment was also Uie thivd-
Ilighl:ﬁl ll_\- THEre g -:rI"mL\- larmal.

okt Dye g, BES My abp {6
SyTE ron; eLamAS aTe i Al [5ie come oz
M er® Pos M m e e Dk bhase, Sanng 07

7 il

AQH Share Trend

Persons 121 Mon-Sun, BAN-Miz

Listeners 12+
Mon Sun, S4M Wid

SP02 P03 SR04 SRS
17%  17% 14% 19%

5P
21%

SPCT
14%

fdan
63.4%

Autience Composition

Percent of Format Audience by Demographic
Moa-Sun, 64M-\id

haicra AAH
Sormpogdion f
Mt

21.6%

19.2%

oontvass

P1212

PiEzd  PE3  PE4d  PISd REi4 R
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Talk/Personality

A Big Wheel on the Road

Talk/Personalify’s in-car percentage nf
Tistening is sixth-lighest of all fornwts
and growing, as the vast majority of the
frmal™s Bistening ouenrred on the roud
<ral home,

while ratings were down inall

wirl J:n_\- dn_yjmrls, allerm utm.-;:-i]'r]:-p«t]
Lher st I'nllinﬁ Irern @ 2006 .L:lpil«: il
2. 7%—which lresve that year's rafings
incresse—hack tn 2.2% of all hstening
and close wils € priug 2005 numbers.

Talk/Personality vais a top 10 formit
ii'l h:(.’\t‘ F."HIHIII:], -'JI'I(! }Ij Hlﬁ'l n: Wwils
Lhe trmal's Wp lerilury, By vank.
Lhes Paeibice Dead sl egiony, ranki "y

<aghth, Talk/Persopality cojoyed
ulings growll in MNew England,
Yeat North Conlinl nad Fownlin

Arens 11 Spnng 20407,

The Fast North Contml was Tulkd

Tersonalit’s most prolific region
i Lotil & ations,

AQH Share of Listening by Localion
Farzone 12+ Mon-sun, BAM-Mid

AQH Shars of Lislening by Daypart

Parzsons 12+

Oher

Hhore  16%
19.3’{-{;

\ 39.7% 18%
"' klon-Sun
InCar Jl)I 184 % Bk 250 1.7% BAl-Mic
30.4%
[don-Fri flen-Fri flen-Fri lic-Fri

GAN-10AK  WARR3PH SPRMFIR FPM-Me

Audients Shava by Regian
1.6% - Nationel Averaga
Persons 12+, Mon Sun, 84K MiZ. AQH Shere

Rilountain Wes: North Centra

East Morth Cenira

Hew Englan:
Middle Atlantic

Figures represent th=
share o ligtening that

~ Faiifs his fermat atracts
(includas Aloska weitin these sensuz
e Hawwaily regions.
Sauth
B! Ta vy, BES mapad i fil Atentic
Wes: Scuth Central cotvas P
Ezct Soutt Cenira
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Talk/Personality

Stations Whese Listeners Education Haousehcld Income
Have Educatiouy Pereons 18+ Parscris 16+
Among radio's must well-educated <12h Ligh
listencrs. 'lalk; Personality consumers Lrace ¢ 9 <4254
i ked among the lp four al all 4.0 wof ool 45
linrmals in pern lage of hiateners — Graduake ~
who were L'ullt-ge graz]mt&:: attended College .-" \\\ 20.2% T
< gracduated frem college aml held Grecluak / ks N £25K-8504
4 high school diplonia, 38.9% \ 21.0%
Wenrly 469 of TalkPersmality I|
listeners lived in honsehalds earning /
S75,000 OF MOIC POr veur; Lhul'=
siceond-besl ul all Famaks, More
than 9o lived in henscholds .
<aming $23,000 N mare fore ﬂﬁf‘ K-375K
annually: that's third-hest. College 238%

36.8%

Ethnic Composition* Time &pent Listening by Bemographlc

ACH Perscns (Hours:Minutes)
=Cnly v 25T Conlis e Yakels Ma1-Sun, B4-Mid
Black
R Hlspan'::
Oher =T _/\ 74%
855 £ \ . y
_- / y €30 545 T4
' TG
F12+

-

P12-24 P18-34 Pe3-54 P35-34

o Dy by, B S 0E i D 6
Sugree rov; ewkamions are Al D516 come So
R i@ P Vs s L s hee, Sprvg 2657 ootz
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Talk/Personality

Politieally Motivated,
Tulernel-Rea (l}»

Talk/Pasosality lisleners were amuong
the most active voters in Presidential
<ledions. 'T']lt:}- wLnE very in violwsul
<F|I“"(', i"dl.‘-h'il'ls N“. 2.‘”"(“?5 Ell]
formats forspending 20 or more hours
per wesl: surfing the Weh. They also
idexed ainsmyg the leaders and lar
above uveruge L visibog rdic stuton
sites, choeking wenl oatate, anctions,
tinaneis] inle, Yellow Pagus, Lo

<onvan b arnd mews. Th I.!’\- VeI T (II'!FI =

most likely to buy a new car in the next
12 manths in mid-te-high price points.

flta

Mo, Ducb.uoddg b SiEpadsdab K6
Soure Foryeidtamanns are oAbl
L cope foeartant th LG Nepgee oL 2062

Family Status How Often Usually Vote in Ameunt Househeld Plans te

amisd 4%, Local Elections Pay for New Vshicle Naxt

Mover Maricd (Sinalc) 28| [Abwsye 110] 12 Months Hh)

Mo Ghien in Household 60|  [Sometmes 112) | S0IRE0 *

44 Lozt One Child in 4H | LNewr 73| |H2000054, 12

Py $25,000-529,500 109
ezzimlioninbd B e s ually Vote in . $30,000-634 900 1
QOwn or Rent Residence Statawide Elections $35 000-844 900 425

QO 75%)]| | Abvaye 170 | 45 000 or More 162

Rent 180 |  |Somstmes 101
Sher e Never o Ways Online Services Used

Past 30D
Employment Status How Often Usually Vote in :‘:cﬁ = ;i: 438

Emgloyec 35 Hoursor Mere  €C%|  Presidential Elections Bloge IRead or Coriomed @] 147

Employed Lese Than 35 Houre — 14% |  [Fwaye 18]  [Cowrioee Nuse?

ol Do il [ Sometmes 0| | Listento Asdic Glise 12
Household Gadgets Planned to | Nover 841 |DownlogdMWash Video 138
Buy in Next 12 Months " - Financial Information/Sarvizes 138

Tonaller 103 F;:?::ZZ:_;MY AtRfiod -93 Games 120

Ligtal Carers 109 e Intemet Yallow Pages 147

O\ Player 100 Republizar "yl .

D\,‘|-:: ]IaJ L Vot Gt 104 JlobJEmployrr!anl Ssarc 112

: (11, eto) 114 Incependent, Bu: Fesl Closar | Usten to Redia 138

HOTV 126 to Demeeratiz 19 Local'Cemmunity Evente 144

MF3 Player Indepondet, Bu: Feal Claser T-T1 o

( Pact, Creathe? et ) <q to Republ cen 123 | Mode Listinge 138

o ‘ 74| [ News 141

FDA 14g| LbonsofThess _

- . = Fay Bills 128
Satellite Radio Subecript o WA i Sourk oatlie Wibaiivet Hadi Siehon S 485
Video Game Systery 03] ink : Week

In Average yvee - s

WirelossiCal Service 21 Clher o e ga| [GeoliseLitna 198

Hi erber B 14 o 4| |tk ro 137

WirelsesiCell Service for Self 4 £4 Houre 1D Weather 130

10-19 Hours 135
20 Fours or Mors 132
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Additional Notewarthy Formats

e fllowing pozes oo an ocendew of swoadSitonas] formine:
« Album Oricnted Rock (AOR)
= Adult Hits
- Classicnl
- Active Rock
* Now AC/Smooth Jazz
« Spnmish Contemporiry

] a1.5% and 2.1% shave of radio listening nationally;
colleetively, the 968 stations in these formats necountod for 11.5% of vadio listening.
While Raclin Today ko210 0n the pimary tdiz Banals, Le sigrifizeo Jogacy walic endéor zpesifie rmorket
impact of these six formats warranted their inclusion in this report,
Exol-ding the Saarbzmngh listener nhzrartenistes, vodll ind sanech of 1ha samz nacfin. nrformation on woelly
reack, tages sudiooee, audienue concpeftion, sthoie Lede won, time cpen Beteaioy, eduzetion and houscelol?
meome, as shown with the primary formats,
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Album Oriented Rock (ACR)

Strong Houschold
Incowe Growth

Album Qricnted Rock faatlured curent
hits by both newer and established
ek anlisly, rlt'.lmlillﬁ werbain ol
'l\'h('ﬁi'. |'I(I1'I' ale I'iﬂ.] Ftﬁ-\‘:d aan

Chussic Rock slalions,

AOR's 174 elalivns soinee 12,7 million
Bislencrs wc-nl:ly. la:)Hliuﬁ 2.0% al ull
radio listening, up from 2.0%in
Spring acoé. s ralinll.;u AT in

all du'vparbi, includin EQIREN ing:-‘.,
where il pertorred best.

Almost 75% ol AOR's uudicnee was
wien—Lhivd-raost ofzll orals, Mowe
o hall were 25-44- AOR's 25-44,
5544 and al-work audicnee
<ccampozilions were anong e highest
<l all lorwaly, AOR wousmcrs vene
alder thaw Active Rovk and Allerulive
listeners, hut younger than Classie
Rek’s sudivuer,

AOR canked seventh in the Middle
Atlanzic region and 1oth in New
Englund and West Korth Centrul,

The segmentol AOR Jisteners jn
houscholds carning $75,000
sumuslly elinled from 20% 1 5%

AQH Share Trend

Persons 12+ Mon-3un, 688-Miz

5P02 SPO3 SPO4 SPOS BPLEG

SPO7

2.8 24% 224 2.0% 20%

2.1%

Ethnic Compnsition*
ACH Pareons

o pinLaT-Conlrsles Varksts
Black | isperis
<eh g%

o

AQH Share of Lis:cning by Daypart

Perscns 12+ 214
l':lpu-Sl.fn
2.4% 2.1% 2.4% foy TN

Man-Fri
TPM-Mic

Hon-=n
3PM-TPIA

Mon-Fri
154M-3P1

MeneFr
GAM-104Y

Audience Composition

Parcent of Format Audience by Demogrepalc
Ron-5un, 5AM-Mid

28.7%

hato-al MOH
Cerpoddor o
2l forreks,

234%

Ssinee Spring 2006 a17% mmp tops E 27 = | —X-2e 4 Pred TS
<ol all Tormals,
P, Duck voddy, i Suk P sdab {6
Soure Foreidtamanns are e Abdn Deis came oo
Mesmmed Pls Sy gk Lk hase, £l 207,
9 2005 Akiren Ing.
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Adult Hits

“The At-Work Workhorse

Since its debut in 2004, Adult Hits,
populurly Kinover s the "lack”

format {or by cther names), was heand
< 172 slalivms full Trisin H in 2006
1 =)i:]|: IIH (LIRS I.l'lﬂl' |4.5 lll”lil?ll
listeners per week, The format
atbractod 2,0% of e national radin
audience, up fiom 1.9% in Spring
209G,

Adult Firs’ sudience was 5:3% Men,/
47% Waine. Rougll]lv hall were
between 25-44 vaeurs old; another
balf were botiveen 35 54 Adult 1lits
repisleres] s lep rabings i The
Mountain region, ranking eighth.
Marz than 40% of its listening
ogenrred atwork—inost vf all
trmals—and widdavs and ullerioons
wore when ks nlings wiae |1i5.;|u::—:l._
“I'ime spent listening, down
inremenlally overad] Grom 2006 1¢
2007, increase] among 12-245.

Muore than 70% ol adult Hils hsteners
atlended or gmﬁ wiled leom {:nl]c:H(:.
Twu-thivds lived in honseholds earning
550.000 ur more unuually, and nearly
4o% arve in the $75.0001 category.

AQH Share Trend

AQH Share of Lis:cning by Daypart

Persons 12+ Mon-3un, 68H-Miz Perecns 12+ » 0%
SPO5  SBPoE | SPO7 lfon-$en
; ; i 2.4% An GAM-Niz
1.3 19% | 2.0% 18% ' 22 .
Mon-Fri Mon-Fri Han-=n Mon-Fri
Ethnic GUmpDSiﬁUﬂ' GAM-10AY 10AM-3PM 3PMTPI TP
ACH Pareons
o pinLaT-Conlrsles Varksts
Blck . .
Py kispaniz ] et
&% ey Audience Composition
Parcent of Format Audisnce by Demogrepals
Otrer Bovtun, G
2.6
30.0%

bato-al MGH
Cervpestion -
2l forress,

F 27 Iz By pa-£4 Pdi-54 P-4 Rl
P, Duck veoddy, bl Sk P sdab {6
Soure Foreldmais are e A bt Deis come oo
Mecmmed Pus Sanma s Tek hase, Lty 20607,
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Classical

Radio's “Smart™ Choice
There were 275 Classical stations
wr Aruerica, with the most being
in Califamin, Ohis, Mimmesatn
2l Pon nH.\'Iv:m i Classival appe saleul
Lo 162 milliow listenes cach week
awnl necoymlisd for 2,09 of all i
listening, doven slightly from 2.1% in
Spring 2006, Rulings were higheslul
wight, when Lhe leamoal oulperfoved
i=s 121 average.

Clussizal Jeuned ansiuds Wimen,
More than 659 ol il audicuee was
sgerolder the highest peroentage
<ln ny: Terrmnal—and the G| manked
Wer 5 with adolts 65+, While ime
spent listening remained steady in

all adult demas, Classical widened its
load ol lovmals In it percculage

€ l «1 .-}l O ]iHII:l 'Ii“g: an (] emA i I I‘:J

lovweest for at-work tune-In.

Clussical dsteners were by lar radio’s
sl wall-cduested, with 6% skl ing
ewrevs and S8 baviug atlendel
(H“{:E(.’. They ke Noo 3in the
proprrtion of listeners in householls
curning $75,000 G nore aunually.

AQH Share Trend

Persons 12+ Mon-3un, 688-Miz

SPOZ SPO3 SPO4  S$POS  SPLE | P07

23% 23% 2% 21% 24% | 20%

Ethnic Compnsition*
ACH Pareons

o pinLaT-Conlrsles Varksts

Black
3% Hizpanic

- /\_\15.0%

[at:na ACH
OemeiionT-
ell formad:

(S 2

AQH Share of Lis:cning by Daypart

Parscns 12+

2.0%

fden-Sun

2RU 31% 5 a8, 50, GAl-ic
MeneFr Mon-Fri Han-=n Mon-Fri
GAM-10AY  10AM-3PM 3PM-TP TP-Eic

Audience Composition -
Parcent of Format Audisnce by Demagrepaie 4230%
Mon-Sun, 5AM-Mid
23.20%
16, 0%

£ .60%

Fa-7 Pz PL-a4 “X-2e 4G4 Pri-cd P
o D et B sy s {6
SayE ror; esbmRe aE o A 618 come o
M T P e ez Lo haoe, Sprys 27 oontvass
D 2006 Akiren Ing.
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Active Rock

A Favorite Among Ben

AQH Share Trend AQH Share: of Lis:ening by Daypart

Fenturing contem prvary rock artists, Persons 12+ Mon-3un, 688-Miz Perscns 12+

Autive Roek was broudeust by 140 e - - 1.9%
stations, reaching 11.6 million SP02 SPO3 SP04 SPOS  SPOE | SPOT MQH“SLF
<onsurners cuch week, The loonat held 106 498, a9y 248 168 | 1.9% 1 6t 18% 20 218 GAM-Iic

.L‘.Ic‘u;i;.'::l B 1.9‘.’6 share o ull listen ny

hetween Sprine 2006 and 2007,

\an-Fri Mon-Fri Mane=n Mon-Fri
SAM-10AY  10AM-3PM 3PM-TRI 7Ph-Ilc

Wemrly llm'v-u_u:l e of Avlive

Reck lislennsrs woere Moen, a lliﬁh::r Elh ni[: cl:lmpDSitiUn!
proprtion than ary ather music: ACH Pareons
format, More than 30% of the audience 7oy inLST-Conlzled Warkels
was belween 25-34 vewrs old, Lthe

! Black

Fispani

highest concen tration ju Ut dem

«fall tnglish Tanguage formats. 24{'& 9.5% Audience Com 3] osition
More than 635 of Active Bock Parcent of Format Audience by Demogrepalc
listeners were nnder 35 yenrs old. Mon-Evn, 5aM-Mid

Move Lhan 4085 ol Aclive Rock

listeni ng lonk p].—m:: in-ar—[ilth- 30, 4%

sl olall Lot Belter an
half of its listeners attendel college
<ot earned a degree, and meore than
56% Lved in bo ssclholds curning
550.0(!0 [ R THRSET (1) u:l”:.-.

Mafans &0 |
Covpeaton fr
el “wrat.

23t 23.1%

Active Rock ranked sixth highest in
Lisne spent li slening anong 12-24s
s 18-g4 The Wesl North Cenlenl
was Lhe strongest region [or Actlive
Texck, where it ranled sighth.

10,(%

FRT e A PG4 Fdi-Gd Fr-i4 A+

P, Duck voddy, i Suk P sdab {6
Sowre. Foreddkamans art it A bt Deie come Sou
Mecmmed Pus Sanma s Tek hase, Lty 20607,
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New AC/Smooth Jazz

Consistent Appeal
ith Older Adulws

Alrsost 1o million listeners enjored
New AC/Smooth’s Jozz's sophisticated
bleud of voruls aod inslraaiculls Wt
-'IIPIH :Il('l] 113 I’III}I jﬁ? f-HIII.? [‘( Fp I.HIIH. ‘[II
the three Sprng mtings penods from
2003 threugh 2007, the format's 72
shalions eowbined Lo seowe asleady
1.8% share ol all radio lslening.

Wew AT Smooth Tawy I steners leamed
3% Womwn,/47% Mon, aud wonzs
primacily ul least 43 vears old, muking
up 7% of all listeners. The farmat's
55+ segmenl muew ream g9 e 4%
snce 2002, and African-Ameticans
and Hispanics comprised half af all
listeners,

Strongsst in the Pacific region,

ratings were highest in middaysiand
cvenings  amique davpart listening,
putleru, Now ACSSmooth Jusz enjoyed
the weventli-highasl Hme spent
Bstcnuz of all formals,

[\'mrllr 74% ol Now AC Sueth Jazs
liﬁl{?ll\' = ll-‘i(] in P“(‘E‘L’ CFX[K! I'i{:l“'.(' ar
aderree Alh-bestalall formals,
Better tun 58% lived in howseholds
€arnin 7 850,000 ar mare an ms;illy.

P, Duck voddy, i Suk P sdab {6
Sowre. Foreddkamans art it A bt Deie come Sou
Mecmmed Pus Sanma s Tek hase, Lty 20607,

AQH Share Trend AQH Share: of Lis:ening by Daypart

Persons 12+ Mon-5un, 6A-Miz Perecns 12+ 1.8%

SPO2 SPO3 SP04 SPOS  SPOG | SPO7 21;'?[?1}&-\!{2
19% 20% 18% 8% 18% | 1% i 1.6% 18% 14% '
13% ‘_l

Men-Fri hen-Fri Man-=n fon-Fri
Ethnic Composition® GAM-10AY  1DAMSSPM 3PMATRId 7PMAME
ACH Pareons
o pinLaT-Conlrsles Varksts
Qhsr
o Audience Composition
% Parcent of Format Audience by Demogrepalc
. Black Ron-5un, 5AM-Mid .
537 3% Hatorzl A2H
\ Cearoodio s
: \ ,.'l - &l forrels:
- A 23.2%
> Hispanic 21.5%
SN 0%

FRT e A PG4 Fdi-Gd Fr-i4 A+
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Spanish Contemporary

A Regional TSL Powerhouse

The 126 Spanish Contemporary
slations in Amerien contribuled 1.3%
«af all radio listening cach wack, serving,
s than 7 million people, nwst ol
\\'}I(HII e HiHI.‘-‘I 'Iil:r-. N'i !U.l'l;r' IIH.I" Ur
hese broadensters wore lound o thrae
situtes: Californin and Texas (21 each),
wloug wilh Florida (11}, Spanish
Contemporany's highesl talings wewe
in the Pacificrogion, where the format
ke niath,

The: lormal kel 50% Wincn f41%
Men, and at home listening somprised
gL l].\ ]lﬂ] I i }r Sp'rill iLll Caanlesim IJ‘)I ?U-.\'
tune-in, Most of the audience (8450)
wits under 55 vears old, though those
45 vose from gk to o' sinee 2005,

Time spent listening was strong: it
ranked fourth-highest overall, wnd

was also fourth among 12 245,18 245,
25-54s nud A5-64x, The perecnluge
(uI-Spu nish Cunlt:mpum e lisleners
with & high school dipluma improveld
Lroum 69% Lo 72% belween 2006 and
2007, snd G0%. percent of the andience
lived in housclwolds carning $25.000
S1FCAT OF MGTe. )

AQH Share Trend

Persons 12+ Mon-3un, 688-Miz

5P02 SPO3 SPO4 SPOS BPLEG

SPO7

17 6% 16% 19% 1.9%

1.5%

Ethnic Compnsition*
ACH Pareons

o pinLaT-Conlrsles Varksts

Cher Black
Lug  05%

G

AQH Share of Lis:cning by Daypart

Farscns 12+ 16%
Ifen-Sun
. GAM-Wic
1.5% 1.5% 14% 1%

Men-Fri hen-Fri Man-=n fon-Fri
GAM-10AY  10AM-3PM 3PMTPIY TPM-Ric
Audience Composition
Parcent of Format Audience by Demogrepalc
Mon-Evn, 5aM-Mid

26.8%

Mafana AC 1
Caoodtic
Sralomak

75%

F a7 e 220 PY-24 Fdi-0d R Il
P, Duck veoddy, bl Sk P sdab {6
Soure Foreidtamanns are e Abdn Deis came Sou
Mecmmed Pus Sanma s Tek hase, Lty 20607,
D 2005 Atkiren Ing.
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National Radio Listening Trends

"This section details radio listering patterns on an hour-by-hour basis and according to listening location.
You'll see that radin reaches vast segments of tha American public, regardless of their age or gender,
location of listening ov time of day.
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Radio Reaches All Ages

“I'besc figures testifc to radio's Week |1| Cume Ratmg
venirkable ubility leallr Beleners
il'l (!\"I.'l'}' lll.'"l(’g"?ll}]li('— Hﬂ IIIJ}, an ‘]
Tadio's Cuune rating hae been
«omsistently shong for the decade
between Spring 997 and 2007,
declining less tan 3%, und jusL

0% n the three years from

Spring 2oo3 to 2oo7.

G35 w7 @z WE WE %3 W g %2 gn o
| 37 1

Wi
P12+

P17 3 L e =554 PG Fo3-64 *E+

Amung Men. nearly all of the decline
acenrred amemg Teon heye and 18 29
Men, with shom Ue doeline was 64
<iver Lhe 1G-y0ar . WMonnsehile,
radic’s Cime ratingamong Men 25-34.
25-44 45-54 vnd 55-64 increased

i Spring 2007 Lo Lheir best nunbers
inn Uhrc cns mene yeurs,

Among Wamen, the erosion was less.
with the Cune ruling aimony Teen
girls and Wornen 18-24 down anly
4'% during the decade, and 2% ameng,
Wonnen 25-04. The Cume rating with
Women 35-44 vasits vighest since
Spring 2004, and reach among
women g6 hasremamed

virLaally mehungu] lor yeas,

Ml Men
[ Women Lo le e, o — e

“Thasa liguras rerrasert ‘wesk'y Cuma ratirgs * Fa- axampis, siichls vorathan
2% of 1£ 24 Yomer i1 the J £, tuno v sz the radio ot ool snco dur ng 27 cverage
wecl, 3ztaccthe haurs of 46 Midnight Mzndey through Surday. The blae groen
baslcrourd repzsonts the average =° a | ~mcricans, =1 lcast 12 ycos old, whe | stcn
1o the red ¢ al [3ast once durlhg the wesk. Nau canthan ees how radle -eachas
varlzas demographle 50405 car-zared to v natleral average.

Sywee: tadivrat Pus e S )i k whee,
AT Seon- s B ML v
sorgiwes P
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Radio Reaches All Ages

“Ihe myvlad of todav's entertainment
2l inlormalion -rplim'a—;— lichn MP3

Time Spent Listsning
Heurs:M nutes per Waek

p]!l}'(‘l'}-; lex Frlﬂ‘.llﬂlq TI:.E \r'i(](‘i w8 U‘H"r,
<able programming, satellite offeringg,
video giumes, television, DVDs, mobile
and wore—huve compressed e
spenl wilh a varicly of media, and
radio is ne exception.

TThe decline uf Gmz spent lislening hus
been Jighest amnng Toen bives und
Mon 8 24, with listening time down
19% helween Spﬁng 1997 sl 200 =~
while TSI sncngg Tecn Hi rls nnd
Women 18-24 was between 23% and
24%. Among Men it least 25 yearsold,
the crusion wie belwoen 7% and 169,
whiles among Womin 25+, TSI ,.-:}iplxxl
bebween 1005 and 1ghy dnrinﬁ that

<Juocude,

Though everall TS (ell 30 ninnles po-
woek hetwoon Epring 2006 and 2oo7,
the wivsion s anly 75 minules por week
sinee Spring 2062, Cansumers shll
LUng i L wng or mure I.'U.di'..' sLuls
mere than 0.6 hours per day 1.5
Lo s por weeh,

1315
104¢

2030
1845 16:4¢
1830
P12+
| J

P12AY PlE-28 F2b-24 Pi&-44 P4G-EL R x5+

M e
[ tomean

Sywee: tadivrat Pus e S )i k whee,
GO0 S-Sy 6 ML
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Where People Listen: Weekdays

lroma 7AM to 7PM weekdays, more
radiier liglening lock placs: nway Irenn
!I“l?l(!: IL(K:I)I’YI[’H"}-;I]S ]il—l{..’"('l'ﬁ ill l}li!
<, at work or some other kcation.
Teadio's advan tagre asdheo nwﬂm—gu
wiediwu wus ils abilily W reach people
wherever they wee, which wus
particularly valuable to advertisers
seeking o driva TealTie W buasinene
halins :lurinﬁ Ihe da}-linm Tonee.
Overall, more than 63% of weekday:
listening ouanrred out-of-homes: that
ligurc pc.:nl;oi ul 749 wn Lhe 2PM hour.

Turing weelxlays between Spring 2006
snd 2007, ;m:ly-fmm -hame’s suisrter-
haur ratings cased slightly from

2AM 10 7P, while al-howe decdined
medestly fon varying peviods in all
laypurts. Howeser, madio’s guarier-
heur ratings increased bath at home
and partienlarly avay from home in
maost avernight howrs, giving away
Irom-home's share n 4% W 6% boust
duriug Theal Bime. A\\ay—!‘n>m—|ml‘|n'
listening also grew from 5AM to
7AM—numlhing ul-lome’s valings.
Otherwise. the hour-hy-hour rastio
wus virlually unchanged betseen
200z and w7,

Sywee: tadivrat Pus P S )i s whee,
G BT S, S0 A

0

Weekdav Listening, AQH Rating

Pe-cent of Persone Using Radio

Maa-F4, SAM-4AM

B Proportion of Liskening Away from —ome |
O Proporficy of Listaning At Hcma

3 3 35%
St 28% P
l 4 4 v -
= £ T B 9 0MMi21 2 34 s e TR OWI 121 2 3 48
Y Yoo = Mid AV

How te Resd:

The gophacthapage and the 1o eicas haw lotaring leoatzy rolezua redis ine g damng
e sodras o atyakcl wodiday anc wesierd dar Fot smamals, dudng Fo o4+ hawr anlaiz zroch,
abeit 215 ol the 121 poatlatio- kizace to 3o -od o fer ot least five reirumes. Of thoae wha bz
listened, mere thaq fwo thi-ds wore lisioning sway frorm home.
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Where People Listen: Weekends

Radic's audienee on the weekend was
aboul 37% lwer as durng the week,

Weckend Listening, AQH Rating

Percent of Persons Leiny Redio

<A MO Y p('up]( ]I.H.d. UIC Yt'ul.‘fk!.:rlﬁ S&t-aUﬂ 5?\?'1-4#\"!‘

off and wren’t commuting, Thowsh
asauers wene oul aod about oin
weckends, of eourse, 51% ol Jislening
<in Saturday und Sunday ok pluce
at bene, up from 37% Juring the
workweek, Belween 12 noon and
AP avary-lom-home adped uhoad.

N
B Properton of Liskning Aaay from —ome

O Proporficy of Listaning At Hcma

During the veeel, overall radio
listening peskesd in the 3PRT hone,
whereas on e wockends L owas the
winn hour,

TRadic’'s average avay-from-home
tulings were Lvive as high doring
the weck as on weckends, while
the nverage at homa vatings were

slightly highershuring weekilays aa

<in weelends. Ribings awin-from-
home were generally up from gAM-
72 noon. while at home vatings slipped
slightly trocy 6AM Lo 2AM. bul gained
between 34V and 54M.,

Z B o 21 2 3 468
A Neo- PM Mid A

weckend radiv offered some of radio’s
wosl popular programming including
musie counldiwn shows, sparts phaoy-
hy-pluy and public rdio favorilees
such ag Pruivie Hoee Com '(xmi .

Soute: Hoduurat Pus a5 o) o s shae,
G0 E Senlu, A A

o om W Om Om Om Om OE E W W OEm OE W m R O W W W E W W W O W O W S W W W OEm W O OEm s Em om oW om oW o
iy
=
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Where Men and Women Listen

Overall, figures remained fairk stable
hetween 2002 awl 2607, 1 declined
<mly 7% al howe, primanly among
"Teea boys and givls, down 20% to 21%,
Men 65+ swere off 6%, while Men und
Women 18-24 sliibpul 5% aud S%.
respectively, Men aud Womeu 25-54
<roded just 2% and 4%, vespeetively,
llltllj:’_;h rulings with Women here lhatsar
hakl limm the [etes] ||ll'l\>J\Hl’H. Wihale
Men 36-54 were actual .y up 2%,
Women J5-64 declined 7%,

At-Hcme Listening for Men and Women
Tota Week, AQH Raing

£
{ ]

79

46 45 4
T
NN

P1217 P1¢-4 Fea-24 P44 P+

29
42

Away-lrom=home ralings= fe Tanly
3% behween 2002 and 2007, While
Teen istering remained virtually
unchangod. adulls 18-34 weredown

6% willl Men und 1% with Women,
Men and Weonmen 25 54 ‘iFIITll(‘I.‘l

&4 andd 5%, respentively. Mon a5-64
werz off 5% ratings for Women
5-64 remamed stable.

Away-from-Heme Listening for Men and Women

Widtabily, wway-Tram-home AQH Total Week AQH Ratng

rfings among Adults 65+ have
<omsistently gained or held steady
<ach of those years, with AQIL ratings
aunong Men up 10% und among
Women 17% abose the 2002 mack.

B vier
] Wermen

0E
87 92
.y EE 85
-2 I N

F12-17 P18-34 F35 64 PG+

Sywee: tadivrat Pus e S )i k whee,
GO0 S-Sy 6 ML
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Listening Location

Must vadiv listening tonk place out of
home exoepl shiving evenings, and 1his
Charl sl hove the distabution of
radio istening logically moves around
throughont the day: at home and

w car led inomornings, al vork
doninated tnomiddass, in car ok
wver in afternoons and at home

WCHT %8N 11 ll\;:t:\-trnin!?:_

Fouv seyveral years Lhe story bas been
the sonsistently growing proportion nf
in mr tune in. Betwoen Spring 2oow=
sl 2007, in-wr |iHh:ni|'q.; shars rose al
a rate of 9% in mornings and middays,
6% 1n afternoons aml weekends. and
79 in eveniags, ALwork s segiuent
fellal s mle of g% in mormings, 9%
inm ldr]a:m and c'mnihﬁ.ﬂ, 1% in
alternosms and 8% ou wechends,
At-home was down 630 in mornings,
up 4% in middays, unchanged in
afternoons dovm 2ty bn evenings
awil oll 3% o woerkends.

Thexe fignras reflect the reality nf
Ametican workers' gradually longer
winules. nereasing micdia oplivis

—'llltl e mulﬁ](: “ ri‘.h'vl.rll'}i‘

Soute: Heduwta® Pus e S o)t s shae,
Gy

Distribution of AQH Radia Listensrs
by Listening Location
Persans 12+

|Mnn-3un, BAM-ATid 384% 2550 0% 4%

Il-ﬂon-f-'ri EAM-10AN 36.1% 276% 0%  13%

Il'ﬂon Fri, 10AM 3PN 20.0% J0.2% BRe 2%

IMcn-Ffi, PMTPN 30.4% 45.4% N4 Dew

[raon-Fri, 7Pt mic §6.2% 26.0% 0% 8%

Weskend, 10AMTPY 46.0% %7 g% 6% 44%
Fast Fact;

F'swa | knowr fhal -ad ¢ is -he anle mass necium 1ha: sasily adapts -0 al
key ['Eeriry locations. Bir sxacly whal is "sther” a3 a liszaning locslion ¥
If vou'¢ |stenng lo the radio at a“ficrds Fouse, while at the boach or
park, while working out at tre gym or ir a coctor's waiting room, you're in
an "ol " b, T e e 0ta s Pedple Mela™ wsasamemeant 1o
Wl 7 50 ersdil lisening to radio statiane that prople haat in resia. weils,
excree and Eusinessas evan if their atarlior is ncl = rectly fccusec an
the sztian, It sheu © be noled thal "st-work" lisienirg, while TecLeTly
Frouyhit ul as "ol isloring, cenar comodss uany albe sk
[>zatons such as avehec {fyou aasper bo div bor a lrving,

a retail outlet, a factory ar a constrLction site.
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Listening by Daypart

As this ehart shoswes, radio continmed to
bea parl of nearly everyone's livis cach

Lislening by Dayparl
Maa-Sun, 64M-ie

work. T gencrl, a highoer puree rlleq.gn‘ Cume Ratr 03]

of Women than Men listened to radio

{particularly with the 12-24 demo

groups) exeepl anmong e 55+ uge PMon—ri

gruups, where Men wok Lhe Tead,

TRetween Spring 2002 and 2007, the a7 W $94 4 65.1 434 B3 7 87z

pereenlage vl hos: listening Lo vadio i 708 42 770 G2 70K 038

allln].:lnsl onee per wock ;m:.rmwﬂ in a4 I 456 639 713 558 67 7 a7

r;;lr ays nmﬂfa g most d cmoq? among, W 722 5% 733 599 50 @3
en4nt l]lll:llg‘t(llll l'lllu]u_\ i

<'.!-i|‘t!f>i :J”}-‘ will Man aats rench iuﬁ Pib-4 I 745 T3 414 452 709 E

six-year highs in most dayparts. W B4 758 8- 27 i o3

Weekly reach I!]E‘.[:l‘(‘-’l-.‘iﬂd ‘ilm:m‘ g '.\:fenl P44 I 822 19 419 257 72E %3

18-44 und Teen bows, the lutler dipping - =

below 1 304 Uhieshikd in vy W £4.2 TG £26 475 Th, %1

<HeN ingﬁ for the first time, Pi5&d I 315 Tih BN 455 75 3 4 @1

Duting thut same pevisd, Cume talings W 4239 ™ 19 459 ik ok

e Wonten 45— we e levelorup Poh64 v 401 50 T55 433 7ha G4

averall and in all dayparts, particn oy W 784 =6 752 423 75.- )

i eveninggs, when Woaimon 43-64 - - "J = ~

posted six-year highs. The largest Po5 I 4 ™A €52 % i &rs

declineg wasamong Tean girlsin Lid vi2 T2 612 34 7ha 854

«wcnings: off at a12!% rate.

Sywee: tadivrat Pus P S )i ks whee,
Gy
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Radio Formats Ranked by Audience Share by Region

]
! AQH Share by Forrat
| ]
: New England Micldle Adantic South Atlantic
s | MewsTalkin‘ormation 34 Adult Contemparary 121 Courtry 122
v |Adult Contemporary 118 News/Ta kntomnacion 99 News/Ta kdn‘omation 94
1 | County 10.0 Couny 71 Adut Centevporery (G
' | Pop Contsmperary Hit Redia 72 Pop Contemperary Hit Redia 7 Urban Adult Contemparary /5
: Classic Hit a7 Urban Conterrporary 24 Urtan Centemporary 70
1 | Rhythnic Contomporary Hit Radia 94 lassic Rock 43 Pap Cantemporary Hit Radia 55
' | Hot Adult Contemparany al Album Oneated Rock (40R) 43 Rhythiric Cortemscray Fit Radio 37
: Al Sporte 441 Urban Adult Conternparary 33 Classic Hits 35
1 | Classic Rodk 40 Hot AcLlt Centsrmparary 32| | ClassicRock 30
# [ Album Oriented Rock (ACR) 38 Rhythmic Contsmpe-ary Hit Radio 3.1 Ganigrparary Shrist a 29
' | TalkiPorsonality 38] | Allports 33 [ NewACHmaoth Jazz 22
v [Klassial 28| [Classic Hits 25| |Active R0k 21
v | Cldiss 28] | <Classical 27| | Akernadve 21
1| Altemative 27| [Qldies 22 Hot Sicult Sonemporary 21
' | Active Rock 26 |AdutHis FA| Classizal 19
v [AdutHis 24| | NewACKEmooh Jazz 23| [Qklies 18
. |Comseriporary Chrieian LIE] Span sh Conom porary 24 Spanish Gonsrporary 18
y | Utkan Adilt Contemparary 03 TalkiPersor elity 1.9 All Sports 1.4
t | New AC/KSmeoth Jazz 0.1 Altemaiva 1.4 Mexican Rezional 14
1 |Spansh Conlzmporary 0.1 Contornporary Chrisiian 1.2 TalkiPersorzlity 13
' | Mexiczn Regional 0] [Activs Rock Q3 Sdul Hile 10
+ LUtban Contemporan 001 [Mexican Regional 05|  |Album Crisrted Rock (AOR] 10
| ]
L}
L}
[ ]
L}
X\ %\ K\
L}
v N Y o

Souve, Foryecde s & it Abd, Deia come o ]

MG usanar fegkxhlsRhose. Jng 6 ! (2ontinued on next page)
L}
[ ]
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Radio Formats Ranked by Audience Share by Region

]
]
' AQH Share by Farmat
| ]
: East South Central West South Central East North Central
1 | County PRl Counry 194 Courtry 140
t | Urban AdJlt Contemporary 70 News/Ta kintomazion 55 News/Ta kin‘amalion 122
' | Utban Conterparary 70 Mexican Reqianal 53 Adut Conte mporery 5
' [ Aduit Contemporary 40| [ PhytmicContempo-ary Hit Radio 57| | Pop Centemporary Hit Radia 50
v | Pop Contsmpsrary Hit Radio Y Adult Contemgarary 535 Classic Rock, 44
' | NewsTalkin‘ormation %2 Pap Contzmocrary Hit Radia 55 Hot Acult Somemporary 44
: Clagsic Rock 54 Glassic Rock 43 Urban Adult Contemgorary 44
v |[Conemporary Chrisian 26 Urban Adult Contemporary 43 Urtan Contemporary 45
1 |Glassic Hits DY Lirban Contarrparary 43 Qldies 40
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Radio Formats Ranked by Audience Share by Region
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Radio Formats Ranked By Demographic
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Radio Formats Ranked By Demographic
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Executive Summary

This report is a quantitative history of ownership consolidation in the radio industry over the
past decade, studying the impact of the Telecommunications Act of 1996 and accompanying
FCC regulations.

A Brief History of Radio Regulation

Since the 1930s, the federal government has limited the number of radio stations that one
entity could own or control. In the 1980s and early 1990s, the Federal Communications
Commission (FCC) began gradually to relax these limits. Finally, in the Telecommuni-
cations Act of 1996 (Telecom Act), Congress eliminated the national cap on station
ownership, allowing unlimited national consolidation. With the same law, Congress also
raised the local caps on station ownership. In addition, as this study describes in detail, the
FCC regulations implementing the Telecom Act allowed more consolidation to occur than
alternative regulations would have allowed.

Methodology and Data Sources

To keep the quantitative analysis as simple and transparent as possible, we have not included
technical statistical analysis. Instead, we have filled this report with standard, antitrust-style
measures of concentration; our own new methodologies for measuring localism and
diversity; and many time-series analyses that simply track who owned what when. The study
covers thirty years of historical data wherever possible; in other places, the study focuses on
the last ten to twelve years—the main period of interest for examining the impact of the
Telecom Act.

The FCC’s own efforts at collecting data on the radio industry are inadequate, as we
emphasize throughout the study. Just as the FCC does, we have relied on industry-collected
data to measure changes in radio consolidation and programming. These proprietary sources
include: Media Access Pro (Radio Version) from industry consultants BIA Financial
Networks, Duncan’s American Radio, and Radio and Records magazine.

Major Findings of the Study
Highlights from the study are organized here in similar fashion to its three chapters. The first

chapter focuses on national radio consolidation, the second on local radio consolidation, and
the third on radio programming.



Emeireence of Nationwide Radio Compunies
< o

1.

Fewer radio companies: The number of companies thal own radio slalions pcaked in
1995 and has declined dramalically over the past decade. This has occurred largely
because of indusiry consolidation but parlly because many of the hundreds of new
licenses 1ssued since 1993 have gonc to a handful of companies and organizations.
Larger radio companies: Radio-slation holdings of the Len largest companies in the
industry increased hy almost fifleen times from 1985 (o 2005. Over Lhal same period,
holdings of the fifly largest companies increased almos| sevenfold.

Increasing revenue concentration: National conceniration of advertising revenue
increased from 12 pereent market share for the top four companies in 1993 to 50
percent markel share for the lop four companies in 2004,

Figure 1: National Share of Radio Listeners, Commercial Sector, 2005.
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4. Increasing ratings concentration: National concentration of listenership continued

in 2005—the top four firms have 48 percent of the listeners, and the top ten firms
have almost two-thirds of listeners [see Figure 1].

Declining listenership: Across 155 markets, radio listenership has declined over the
past fourteen vcars for which data are available, a 22 pereent drop since its peak in
1989,



Consolidation in Local Radio Markel(s

6. The Largest Local Owners Got Larger: The number of sialions owned hy the
largest radio entity in the markel has increased in every local markel since 1992 and
has increased considerably since 1996 [see Figure 2].

Figure 2: Number of Stations Owned in a Market by the Largest Owner
in a Market, 1975-2005, Average by Market Group.
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7. More Markets with Owners Over the Local Cap: The FCC's signal-contour market
definition allowed companies to exceed local ownership caps in 104 markets.

8. Increasing Local Concentration: Concentration of ownership in the vast majority of
local markets has increased dramatically.

9. How Lower Caps Can Be Justified: The FCC’s local caps—in fact. even lower caps
than the current caps can be justified by analvzing how the caps prevent excessive
concentration of market share.

10. Declining Local Ownership: The Local Ownership Index, created by Future of
Music Coalition, shows that the localness of radio ownership has declined from an
average of 97.1 to an average of 69.9, a 28 percent drop.

11. Restoration of Local Ownership is Possible: To restore the Local Ownership Index
to even 90 percent of its pre-1996 level, the FCC would have to license dozens of
new full power and low-power radio licenses to new local entrants and re-allocate
spectrum to new local entrants during the digital audio broadcast transition.

6



Radio Programming in the Walke of Consolidation

. Homogenized Programming; Jusl fificen formals make up 76% of commercial

programming.

. Large Station Groups Program Narrowly: Owners who exceed or exactly meet the

local ownership cap tend to program heavily in just eight formats.

. Only Small Station Groups Offer Niche Formats: Niche musical formats like

Classical, Jazz, Americana, Bluegrass, New Rock, and Folk, where they exisl, are
provided almosl exclusively by smaller station groups.

. Small Station Groups Sustain Public-Interest Programming: Children’s

programming, religious programming, foreign-language and ethnic-community
programming, are also predominantly provided hy smaller slation groups.

. Format Overlap Remains Extensive: Radio formals with different names can

overlap up Lo 80% in lerms of the songs played on them.

Figure 3: Average Pairwise Overlap Between Stations in the Same Format,

By Owner, June 25-July 1, 2006.
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17. Individual Stations Use Highly Similar Playlists: Playlists for commonly owned

stations in the same format can overlap up 10 97%. For large companies. even the
average pairwise overlap usually exceeds 30% [see Figure 3].



18. Network Ownership Is Also Concentrated: The three largest radio companies in
terms of station ownership are also the three largest companies in terms of
programming-network ownership.

Conclusion

Radio consolidation has no demonstrated benefits for the public. Nor does it have any
demonstrated benefits for the working people of the music and media industries, including
DJs, programmers—and musicians. The Telecom Act unleashed an unprecedented wave of
radio mergers that left a highly consolidated national radio market and extremely
consolidated local radio markets. Radio programming from the largest station groups
remains focused on just a few formats—many of which overlap with each other, enhancing
the homogenization of the airwaves.

From the recent new-payola scandal to the even more recent acknowledgements that giant
media conglomerates have begun to fail as business models, we can see that government and
business are catching up to the reality that radio consolidation did not work. Instead, the
Telecom Act worked to reduce competition, diversity, and localism, doing precisely the
opposite of Congress’s stated goals for the FCC’s media policy. Future debates about how to
regulate information industries should look to the radio consolidation story for a warning
about the dangers of consolidated control of a media platform.

About Future of Music Coalition

Future of Music Coalition (FMC) is a national non-profit education, research and advocacy
organization that identifies, examines, interprets and translates the challenging issues at the
intersection of music, law, technology and policy. FMC achieves this through continuous
interaction with its primary constituency-—musicians—and in collaboration with other
creator/citizen groups.
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Introduction

adio is not what it used to be. A briefand obscure regulatory provision tucked into

the Telecommunications Act of 1996 — Congress’s comprehensive rewriting of

telephone and cable regulations — eliminated or relaxed the previous limits on radio-
station ownership. As a result, ownership of radio stations consolidated intensively over the
next five years with some ownership groups acquiring dozens, if not hundreds, of radio
stations across the country. The unprecedented creation of large radio conglomerates
represents a fundamental transformation of the radio landscape.

With speed exceeding Wal-Mart’s ascent to retail dominance,' Clear Channel and, to a lesser
extent, Viacom/Infinity/CBS Radio gained unprecedented market shares both nationally and
locally. But Clear Channel’s rise presents greater problems than Wal-Mart’s. Radio is not
about shelf space but about the public airwaves, one of the only free and ubiquitous media
through which the public can access culture and information. And Clear Channel’s gains in
market share came through a regulatory experiment in which Congress allowed more
mergers and acquisitions than ever before. These changes have shown cause for alarm.

In 2002, the Future of Music Coalition published a study that examined radio consolidation
and its effects on the public and the music community.” We compared radio to a public park,
threatened by privatization and over-commercialization. And we raised concerns about how
consolidation had led to homogenized programming, facilitated a new form of payola,” and
presented musicians with fewer opportunities to get on the air.

Our 2002 study was submitted to the Federal Communications Commission (FCC) as part of
its biennial review of its media ownership rules. Many citizens and public-interest groups
from a variety of political perspectives participated in the proceeding, leading to a record-
breaking number of comments filed at the FCC, most in opposition to further media
consolidation. Despite strong evidence and negative public opinion, the FCC did move
ahead with recommendations to loosen ownership regulations on radio, TV and newspapers.
It wasn’t until a win by media reform advocates in Prometheus v. FCC at the Third Circuit
Court of Appeals that the FCC was prevented from further relaxing the radio ownership

' Wal-Mart’s national retail market share rose from 9 percent in 1987 to 27 percent in 1995,
comparable to Clear Channel’s rise from 2 percent national radio-revenue market share in 1995 to 28
percent by 2001. See Federal Reserve Bank of Atlanta, “The Race for Retail Market Share in the
Southeast,” 2002 Econ South q. 2, at http://www frbatlanta.org/invoke.cfm?objectid=D3F86 AD9-
E129-43A7-93E52B3590A62543& method=display (last visited November 28, 2006).

? Peter DiCola and Kristin Thomson, Radio Deregulation: Has It Served Citizens and Musicians?
(2002), at http://www.futureofmusic.org/research/radiostudy.cfm (last visited November 28, 2006).

* See, for example, Office of New York State Attorney General, “CBS Radio Settles Payola
Allegations,” (Oct. 19, 2006), at http://www.oag.state.ny.us/press/2006/oct/oct19a_06.html (last
visited November 30, 2006).

10



limits that remained after the Telecommunications Act of 1996. In 2006, the FCC launched
another review of its media ownership rules. With this new study we hope to contribute an
updated and greatly expanded perspective on the recent history of radio consolidation.

Contents and Purposes of This Study

This study contains three chapters, each of which is divided into several subsections.

Chapter | takes the most expansive look at the national radio industry. It surveys a thirty-
year history, tracing ownership consolidation from 1975 to 2005. Chapter 2 focuses on local
radio markets and the extreme consolidation they have experienced since the
Telecommunications Act of 1996. Chapter 3 examines radio programming, and how
consolidation appears to have affected the radio formats, individual songs, and the volume of
syndicated network content carried on the air.

We will submit this study to the FCC in its 2006 review of media ownership rules. We
believe this research will cause policy makers to question the benefits of consolidation as
they decide whether to further relax radio station ownership regulations. In fact, the data
contained in this report should urge the FCC to re-institute certain regulations or develop new
regulations to address the loss of competition, diversity, and localism in radio. We also hope
that this new, comprehensive, and unprecedented history of radio consolidation can inform
current and future policy debates about the information industries.

The listening public deserves an explanation of how the radio industry has changed over the
past decade. Working people—from musicians to DJs to local advertisers—need to
understand how the media environment has changed, often for the worse. Although our data
analysis has been robust, we have tried to make the results contained in this report clear and
easy to understand. We provided graphs and figures wherever appropriate, documented our
sources diligently and displayed reproducible results.

The Value of Radio

With the onset of internet radio, satellite radio, podcasting, and portable digital music devices
(including cell phones) over the past decade or so, some observers mistakenly consider
traditional, terrestrial radio to be of waning importance. Traditional radio companies have
actually begun making the transition to digital broadcasting, sometimes called “HD Radio,”
but this transition has happened slowly and the results remain uncertain. But digital or not,
radio remains one of our most valuable media. No new technology has the penetration that
radio has. Approximately 94 percent of Americans listen to radio each week." Compare that
to the 42 percent of US households that had high-speed internet access as of March 2006.”

* The Arbitron Company, “Radio Today: How American Listens to Radio, 2006 Edition,” ar
http://www.arbitron.com/national_radio/home.htm (last visited November 30, 2006).

3 John Horrigan, “Home Broadband Adoption 2006.” available at
http://www.pewinternet.org/PPF/r/184/report_display.asp (last visited November 30, 2006).
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Radio remains important and vital in many ways. The kinds of audio content offered by
traditional radio—DJed sequences of songs, live concerts, news and talk shows, education
and how-to guides—remain incredibly popular. Advertisers still buy radio time. Musicians
still seek radio play to further their careers. Emergency authorities still rely on radio during
disasters like hurricanes, fires, and chemical spills." Noncommercial radio has become
increasingly vital, with National Public Radio (NPR) doubling its listenership in the past five
years.” Even the vast majority of early adopters of new audio technologies expect to maintain
their current habits of listening to traditional radio.®

Although new audio technologies present exciting opportunities for consumers and
musicians, they do not predict the demise of traditional radio. For example, satellite radio
can program in more granular musical genres, but cannot build local connections between
musicians and communities like traditional radio does. Webcasts might have a local focus,
but they lack the audience of traditional radio and cannot transmit to your car. Podcasts
provide a portable means to hear music, news, or other audio programs in your car or
anywhere else. But licensing copyrighted music for podcasts presents a significant hurdle.’

Of course, solutions to the problems with and limitations of these new technologies are
possible. Podcast licensing could advance more quickly, for instance, or technology to put
webcasts into cars could arise. Such developments would benefit the public. But they would
not necessarily threaten the value of radio. Media technologies need not replace each other,
but can instead complement each other. The addition of satellite, webcasting, and podcasting
makes the music marketplace more open and competitive. These new technologies have
helped musicians and individual listeners route around the bottlenecks that consolidation has
caused in traditional media like radio. The ultimate effect of new technologies on radio
depends on radio companies’ responses to these business challenges—and on policies that
facilitate the best outcome possible for the public.

¢ See Eric Klinenberg, Fighting for Air: The Battle to Control America’s Media (forthcoming 2007).

7 Jacques Steinberg, “Money Changes Everything,” New York Times, March 19, 2006, Sec. 2, p. 1.

% Arbitron & Edison Media Research, “The Infinite Dial: Radio’s Digital Platforms,” p. 13, available
at http://www.arbitron.com/downloads/digital _radio_study.pdf (last visited August 27, 2006).

? See, for example, Michelle Kessler, “Storm Clouds Gather Over Podcasting,” US4 Today, August 3,
2005, available at http://www usatoday.com/money/media/2005-08-03-podcasting-usat_x.htm (last
visited December 1, 2006).
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Bigger Is Definitely Not Better

So far the responses of policy makers and radio companies have fallen far short of ideal.
Congress’s response to new technologies’ development was to eliminate or relax ownership
limits to allow radio companies to consolidate. Radio companies’ response was to acquire
lots of stations as quickly as possible. Clear Channel multiplied its station holdings by a
factor of 30, going from 40 stations to 1,200 stations within five years of the Telecom Act.'’
In addition to its radio holdings, Clear Channel amassed television stations, billboards,
concert promotion, and concert venue properties.

We wrote in our 2002 study that Clear Channel’s “bigger is better” strategy was misguided
and expressed doubts about the supposed “synergies™ they sought."" As it turned out, Clear
Channel’s strategy had both dubious legality'” and dubious profitability. By the spring of
2005, the company had abandoned its attempt to use its holdings across several media for
leverage, breaking the company into three parts: radio/television, concerts, and billboards."
In November 2006, on the heels of a six-year decline in the company’s stock price,'* a group
of private equity investors purchased Clear Channel’s assets.” At the same time, Clear
Channel announced that it would sell off 448 of its radio stations in markets outside the top
100 ranked by size, as well as all 42 of its television stations. 16

Serious policy concerns remain despite the Clear Channel buyout. Thomas H. Lee Partners
is one the two leading private equity firms in the purchase, along with Bain Capital. It also
has holdings in two other large radio companies, Univision and Cumulus Media Partners,
which it might have to relinquish. For example, Thomas H. Lee Partners” three radio
properties would own a combined 17 stations in the Houston-Galveston market, well beyond
the current cap of 8 stations per owner. The FCC should retain its current rule for attributing
ownership interest, which sets a 5 percent threshold for what counts as “ownership™ when

" Source data: Media Access Pro (Radio Version), BIA Financial Networks, November 2005 data.
"' DiCola and Thomson, Radio Deregulation, pp. 30-31.

2 Allegations against Clear Channel include payola, antitrust tying, fraud, racketeering, and theft of
?‘ublic funds. See Chapter 1 of this study and the sources cited therein.

” Press Release, “Clear Channel Communications Announces Planned Strategic Realignment of
Businesses to Enhance Shareholder Value,” April 29, 2005, available at
http://www.clearchannel.com/Corporate/PressRelease. aspx ?PressRelease] D=1438 (last visited
December 2, 2006).

" We refer here to the broad downward trend that is easily visible from a simple stock chart, not to
temporary ups and downs of the stock. See, for example, the “l-decade” chart for stock symbol CCU
at hitp://www.investorguide.com (last visited December 2, 2006).

13 Angela Moore, “Clear Channel Agrees to $18.7 Billion Buyout,” Marketwatch.com, Nov. 27, 2006
{corrected version).

' Press Release, “Clear Channel Announces Plan to Sell Radio Stations Outside the Top 100 Markets
and Entire Television Station Group,” November 16, 2006, available at
http://www.clearchannel.com/Corporate/PressRelease.aspx ?PressReleaselD=1825 (last visited
December 2, 2006).
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enforcing the ownership caps.'” Otherwise, the current trend of taking media companies
private will open another loophole in the media ownership rules.

Some observers have gone so far as to claim that the Clear Channel sell-off of 448 stations
alleviates concerns about concentration in the radio industry."® No facts support such a
claim. Even after the sell-off, Clear Channel will retain its dominant position, with over 700
stations in 88 markets out of the top 100 ranked by size. Those stations represent 88 percent
of Clear Channel’s listenership and 86 percent of its revenue—leaving its market share
mostly intact and well ahead of the second-largest firm."” Moreover, Clear Channel’s new
private-equity owners could retain an option to buy back their holdings in Univision (with 73
stations) and Cumulus Media Partners (with 37 stations).”” Either way, Clear Channel will
retain ample size to pose a threat to competition in the markets where they will remain.

The research in this study will show how much damage has already occurred with respect to
the FCC’s policy goals of competition, diversity, and localism. Relaxing the local ownership
limits further would simply let Clear Channel get bigger—again—when the lesson from the
past decade of experience with consolidation suggests doing exactly the opposite. Clear
Channel’s size was the root cause of their many problems in radio: the potentially illegal
business practices, the loss of localism, the harms to programming diversity, and so on.

More than anything, the Clear Channel buyout shows that policy makers must develop
skepticism about the public benefits of such unproven—and ultimately, in this case,
illusive—economies of scale.”’ The public has been harmed by both the formation of Clear
Channel as a radio giant and the policy that allowed it to form. We cannot predict the future.
Perhaps the 448 sold-off stations will go to local, independent, and minority owners who will
revitalize radio. But it would take far more than 448 new or newly independent stations to
restore local ownership to what it was.”> And Clear Channel’s business practices—most
importantly, its modern version of payola—may have damaged the health of the radio
bandwidth. Listenership is down. We can only speculate—though we are not alone in our
speculation—that listenership has declined because of the damage to diversity and localism
from Clear Channel’s rise. Policy makers must not repeat their mistake, which flowed from
the false premise that bigger is better. Not so for radio companies.

'""See 47 C.F.R. § 73.3555 n. 2 (2004). Investment companies, as defined in 15 U.S.C. § 80a-3, can
own up to 20 percent of a station before the FCC will deem them to have a “cognizable interest.”

'8 «“INJow that Clear Channel is splitting the company and most likely selling the 448 stations
designated for divestiture to numerous buyers, industry observers believe consolidation opponents
will be appeased enough to let the big-market deregulation the company is seeking slide by.” Ron
Orol, “Clear Channel Needs FCC Help,” Deal.com, November 21, 2006 (subscription required; copy
on file with the author).

" Source data: Media Access Pro (Radio Version), BIA Financial Networks, November 2005 data.
' Orol, “FCC Help.”

*! “Economies of scale” refers to the economic situation in which a larger firm can produce goods or
services more efficiently (up to a point, at least) than a smaller firm. The opposite situation of
“diseconomies of scale,” in which larger firms produces goods or services less efficiently, is equally
possible both in theory and in real-world practice.

“? See Chapter 2 of this study, in particular the section entitled “The Local Ownership Index.”
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Lessons from Radio for the Internet

In a rapidly changing media environment, it becomes all the more important to learn lessons
from the experience of established industries like radio. Brand new industries are harder to
measure, understand, and evaluate. But data are available to measure the radio industry in
various ways, however imperfect those data might be. In fact, the “experiment” Congress
created, by allowing intensive consolidation in the radio industry, allows us to study
consolidation in an information industry. Historical data on the radio industry give us a way
to see what happens when ownership of the platform and the content in an information
industry becomes concentrated in relatively few companies’ hands. While these similarities
are not a perfect correspondence, they are useful given the lack of comprehensive,
standardized data about the emerging marketplace.

Studying radio consolidation provides lessons beyond just radio. We can extrapolate from
radio’s experience to suggest what could happen if a few owners of the internet’s
infrastructure gain effective control over the entire internet platform—the subject of the
current debate over network neutrality.” In the mid-1990s, it was the radio industry that
convinced Congress and the FCC of the need for a set of regulations that would allow them
to buy more stations, both locally and nationally. The rationale presented at the time was that
the radio industry needed to take advantage of economies of scale in order to survive in a
crowded media marketplace. If new regulations passed, the radio industry promised to
deliver more and better programming to serve the public.

However, the Telecom Act had a radically different outcome. As articulated in the next three
chapters, the Act led to massive industry consolidation, a loss of localism, and a lack of
programming diversity. Even more compelling, the Telecom Act, in conjunction with the
FCC’s own application of market definitions, served to protect incumbents and reduce
economic competition—all at the expense of small businesses and the public.

A similar scenario has developed around the issue of network neutrality. Powerful
telecommunications and cable corporations are telling Congress and the FCC that they need
to be able to charge content providers for the use of their networks. Once again industry
incumbents are asking policymakers for regulations and legislation that secures greater
compensation for them at the expense of small businesses and the public. In this way, radio
remains the canary in the coalmine.” Tts experience with extreme consolidation can suggest
paths we should avoid with internet and wireless technology.

Information industries like radio are vital to our culture, our democracy, and our economy.
Together the information industries (software, telecommunications, television, movies, and

* See, for example, CNet articles at hitp://news.com.com/Net+neutrality+showdown/2009-1028_3-
6055133 html (last visited November 28, 2006).

* FCC Commissioner Michael Copps has also used this metaphor. See Jonathan Lawson, “Fixing
Radio,” Reclaim the Media, February 28, 2005, at hitp://reclaimthemedia.org/radio/fixing_radio {last
visited December 7, 2006).
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so on) have grown to about 5 percent of total U.S. gross domestic product, nearly doubling in
share since World War I1,** and are among the few U.S. industries to enjoy a positive trade
balance. Research about how information companies and information industries behave, like
the research contained in this report, is therefore highly valuable. Even in a time of new
technologies, studying radio remains essential.

Industry Research and Access to Data

Over the past two decades, radio companies have sought “regulatory relief” in the face of
allegedly declining business prospects. In addition to—or, in some cases, instead of—
developing new radio programming and other new services for listeners, radio companies
have asked Congress to change the rules in ways that benefit them as incumbents. That is,
one benefit for radio companies of gaining unprecedented size was dominance over any
potential new entrants to the radio industry. Larger companies can hold more sway over
advertising customers as well as suppliers of programming, such as musicians.

Federal administrative law requires that research back up any FCC decisions about adopting,
modifying, or changing rules that affect incumbent radio companies. The FCC itself
maintains a research staff to perform some research from an ostensibly neutral perspective.
But the radio industry submits dozens of research reports each time the FCC has a
proceeding to advocate for their perspective.

There are endemic problems to much of the research involved in this process. Both the
FCC’s and the industry’s research are based on the same data, which are collected by and
belong to the industry. Only variables that the industry sees fit to measure get measured.
Only questions that the industry sees fit to ask get asked—unless public-interest groups fill
the gap. To conduct our research, we have to purchase proprietary data sets from the
industry, often the same data sets used by the FCC itself. With careful critical analysis, we
make the most of these flawed, incomplete, and expensive data. But throughout this report
we will emphasize the importance of disinterested research to the FCC’s policy-making
process and the need for enhanced collection of and access to radio data.

Summary

The public park that is our radio airwaves remains endangered by consolidated control. We
hope to save the park for the public’s enjoyment by telling its story and by suggesting how
we can properly maintain its value. Radio—still a miraculous, inexpensive, ubiquitous, and
valued technology—is worth saving.

% Only the financial sector has grown faster than the information sector of the U.S. economy. See
Bureau of Economic Analysis, “Gross-Domestic-Product-by-Industry Accounts, 1947-2005,” at
http://bea.gov/bea/industry/gpotables/gpo_list.cfm?anon=645 (last visited November 28, 2006).
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If measured by the three long-standing goals of competition, localism, and diversity, the
experiment with radio consolidation launched by the Telecommunications Act of 1996 was a
policy failure. Chapter 1 shows the loss of competition in radio nationwide. Chapter 2
documents the accompanying loss of local ownership over the last decade. Chapter 3
highlights the lack of diversity on commercial radio and from large station groups.

If there is a silver lining to this cloud of failed oversight, it will be the lasting lessons that are
already being applied in the debate over network neutrality and structural decisions about the
internet marketplace. Radio’s story has played a major role in spawning the movement
against media consolidation. And concerns about access to the data used in the FCC’s
decision-making process have clarified the need for more substantial and transparent
information to monitor media industries. Never again should these decisions be made in the
dark. With this study we aim to shed some light.

We start with the history of radio consolidation from a nationwide perspective.
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Chapter 1
National Radio Consolidation

adio listeners—and most Americans are radio listeners—have seen the radio industry
transformed over the past decade. Standardized programming formats like “KISS-
M” and syndicated shows like Glenn Beck have become even more widespread.

Music radio, which has always been hit-driven, now features songs picked by national
programming directors instead of local program directors and DJs. Commercials now
consume more of the typical radio broadcast. But at the same time, more listeners have tuned
out. And thousands of independent, local radio station owners have sold their stations to
national chains. In 1995 there were just over 6,600 different owners of radio stations. By
2005, that number had fallen by one-third, to just over 4,400.

These changes to the radio landscape can be traced to the Telecommunications Act of 1996,
or the Telecom Act. In that piece of legislation, Congress relaxed local restrictions on radio-
station ownership and eliminated the national ownership cap entirely. Radio companies had
lobbied hard for this bill, telling Congress that, in a competitive media marketplace, they
needed to be able to take advantage of economies of scale to survive. But, they also
suggested that being allowed to purchase more stations would also allow them to program
more diverse programming for listeners. One senator argued that radio companies needed
deregulation “to allow them to compete in the new digital marketplace”™ and “to provide the
best possible service to listeners.”" This law is to blame, however, for increasing
concentration of ownership in the radio industry—with no demonstrable benefits for citizens
and radio listeners.

The Telecom Act changed the radio industry profoundly. For decades, the FCC had placed a
cap on the number of radio stations one company could own in the United States. With the
Telecom Act, Congress removed the cap entirely. The elimination of the national cap
transformed U.S. radio in several ways. The following are among the most crucial:

* Fewer radio companies: The number of companies that own radio stations peaked in
1995 and has declined dramatically over the past decade. This has occurred largely
because of industry consolidation but partly because many of the hundreds of new
licenses issued since 1995 have gone to a handful of companies and organizations.

* Larger radio companies: Radio-station holdings of the ten largest companies in the
industry increased by almost fifteen times from 1985 to 2005. Over that same period,
holdings of the fifty largest companies increased almost sevenfold.

! Statement of Senator Conrad Burns, Senate Committee Report 104-023: Telecommunications
Competition, available at hitpz//thomas.loc.gov/cgi-
bin/cpquery/?&dbname=cp104&sid=cplO4uoScr&refer=&r_n=sr023.104&item=&sel=TOC_204865
&.
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* Increasing revenue concentration: National concentration of advertising revenue
increased from 12 percent market share for the top four companies in 1993 to 50
percent market share for the top four companies in 2004.

« Increasing ratings concentration: National concentration of listenership continued
in 2005—the top four firms have 48 percent of the listeners, and the top ten firms
have almost two-thirds of listeners.

« Declining listenership: Across 155 markets, radio listenership has declined over the
past fourteen years for which data are available, a 22 percent drop since its peak in
1989.

This study extends and expands on Future of Music Coalition’s 2002 study, Radio
Deregulation: Has It Served Citizens and Musicians? Like the previous study, it is an
attempt to understand the way dramatic changes to the structure of the radio industry have
affected the public, with special attention paid to the impact on musicians. This study
contains not only new statistics from the past four years, but also newly available historical
data, which make it possible to examine three decades” worth of information. This broader
historical approach vividly documents the unprecedented changes that have occurred in the
radio industry since 1996.

Chapter | takes a nationwide look at the radio industry. It first describes the legal changes
that have occurred in radio, and then provides a statistical look at topics like how the FCC
issues new radio licenses, how the FCC regulates station ownership, changes in the
concentration of market share, and trends in radio listening. Chapter 2 and Chapter 3 will
cover the important issues of local radio markets and changes in programming formats.

A Brief History of the FCC and Radio Regulation
This section puts the passage of the Telecom Act in context, explaining:

* How the FCC’s broadcast license process acts as a de facfo restriction on entry into
the radio industry;

« How the FCC gradually increased the local ownership cap and how Congress
eliminated the national ownership cap in 1996; and

* What economic theories motivated the “deregulation” of the 1980s and 1990s—and
why the assumptions required for those theories do not hold true in the radio industry.

The FCC as Regulator of the Radio Industry

When you hear about the Federal Communications Commission (FCC), you may think about
a government regulatory agency enforcing indecency regulations: radio shock jocks getting
fined, the flap over the Janet Jackson incident at the Super Bowl, or the prohibition on using
curse words on the air. Or, if you are a bit older, you might think about the FCC enforcing
something called the Fairness Doctrine, an FCC regulatory policy that guaranteed equal
broadcast time for different political perspectives (and was repealed in the 1980s). This
report will discuss the FCC in a different way than you might be accustomed to—as an
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enforcer of limits on ownership. Instead of indecency or political balance, this report will
focus on how FCC policy influences which types of radio companies can participate and
thrive in the current media environment.

The FCC affects the business of radio by limiting what the companies that own radio stations
can do. For example, the FCC can use rules or regulations to limit the number of radio
stations that one company can own. These types of limits have existed for a long time and
have their roots in many different political goals. Some politicians and citizens in the U.S.
have long been concerned that ownership of too many media outlets would lead to too much
political power in the hands of a single company, a company which could either threaten or
align itself with the government to the detriment of democracy. Other politicians and
citizens believe that small, local companies will better respond to the public’s desires for
entertainment and news. From these concerns came the FCC’s three policy goals for
broadcast, including radio: competition (having many firms in the industry), diversity (in
terms of programming, ethnic perspectives, and political viewpoints), and localism.

The FCC'’s Licensing Process and Its Economic Consequences

Among its many powers, the FCC decides who receives licenses to broadcast radio. The
FCC manages this process partly to prevent radio stations’ signals from interfering with each
other. Known as the “scarcity rationale,” this theory conceives of the radio frequency
spectrum as a scarce resource in which only a limited number of signals can coexist while
still being heard. The FCC has a responsibility to maximize the usage of this scarce resource
without depleting its functionality. What good are twice as many stations on the air if the
signals are overlapping to the point of distortion? The FCC is the arbiter of this delicate
balance. Some technologists have disputed the scarcity rationale for technical and other
reasons, but for the purposes of this report our focus is on the considerable economic impact
of the FCC’s power to control the number of radio stations that can coexist in a local market.

The FCC’s power to act as an economic regulator via this localized licensing process has
fundamentally shaped the radio industry.

Imagine that the federal government set up a regulatory agency to issue permits for setting up
any new coffee shops in each town. That agency—call it the Federal Coffee Commission—
might argue that no new coffee shops can open in cities because any new coffee shops would
have to be located too close to the coffee shops already crammed onto every street corner. In
such a crowded coffee environment, no single coffee shop would make enough money to
survive, as the new shops cut into the old shops’ profits. Finally, the Commission might say,
consumers would struggle to tell the different coffee shops apart if every city block had too
many of them. How can you meet your friend at the café on Main between Washington and
Madison when there are seventeen cafés fitting that description?

Restricting the licenses for new coffee shops would benefit large incumbent companies like
Starbucks by protecting the territory around their current coffee shops. But the policy would
frustrate those hoping to open new coffee shops. And the arguments that the restrictions
benefit consumers might not hold water. Profits might not decline, or might have been great
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enough already for shops to survive. Consumers could perhaps tell the cafés crowded into
each city block apart by their brand names. So the Federal Coffee Commission’s restrictions
on licenses for new coffee shops can seem either prudent or ill-conceived, depending on your
political and economic views. But in any case the restrictions would be controversial. And
the real FCC’s rules on new radio licenses have certainly been that.

As the coffee example suggests, one major consequence of limiting the number of radio
licenses is that it protects the companies that already own stations—the incumbent radio
companies. The FCC’s licensing process is an entry restriction or a regulatory barrier to
entry.

Entry restrictions protect incumbents from losing profits to new competitors. If an
entrepreneur has an idea for a great new kind of programming, or for a lineup of syndicated
programming that her community might enjoy more than the current offerings, she has three
main options. She will either have to: (1) purchase a station from an incumbent, (2) try to
sell her idea to an incumbent, or (3) obtain a license for a new station from the FCC. Options
(1) and (2) both mean that the incumbents will benefit from our entrepreneur’s idea, perhaps
getting most of the profits created, since the incumbent will have a stronger bargaining
position. Only option (3) allows the entrepreneur to benefit fully from her own idea, since
the fees for a new FCC license are nominal compared to the cost of purchasing an existing
station.

In this way, the FCC entry restrictions protect incumbent companies from competition. Most
of the time, new competitors either have to deal with incumbents to participate in the radio
industry or they cannot enter the market at all. As a result, the FCC’s decisions about how it
issues licenses at the local level has had profound economic consequences on the radio
industry nationwide.

Limits on How Many Stations One Company Can Own

The National Radio Ownership Rule was a regulation adopted by the FCC under the
authority Congress gave to the FCC in 1934, when the Communications Act created the
agency. In 1953, the FCC set the national cap at 14 stations: no company could own more
than 7 AM stations or 7 FM stations. Thus, radio stations in the U.S. were owned by a very
large number of companies. Radio was a highly unconcentrated industry because
ownership of radio stations was so widely dispersed.

Additional FCC regulations ensured that radio stations were locally owned. While a locally
owned radio station might have carried programming from a national network like NBC,
such a station would traditionally broadcast locally produced programming as well. At the
time, FCC regulators felt that small, local radio companies would best serve the public
interest—a term used by Congress dating back to the Radio Act of 1927 and the
Communications Act of 1934 to describe the obligations of broadcasters to serve their local
communities. Thus the geographic reach of each radio company was strictly limited.
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FCC regulations also contain the longstanding Local Radio Ownership Rule, which prevents
one company from owning more than a certain number of stations within a local market.
Chapter 2 will discuss local radio and the Local Radio Ownership Rule in detail.

Radio “Deregulation” in the 1980s and 1990s

Starting in the 1980s, the FCC began to gradually increase the national ownership cap. In
1984, the cap increased to 24 stations (no more than 12 AM or 12 FM), and in 1992 the cap
increased to 36 stations (no more than 18 FM or 18 AM). By 1994, the national cap was 40
stations per company—no more than 20 AM stations or 20 FM stations, with allowances for
minority-owned broadcasters to exceed the cap slightly.

The FCC relaxed the national ownership limit partly because the U.S. had many more radio
stations in the 1980s than in previous decades. New technology had made it possible to allow
even more stations to coexist in local markets without interference. In addition, the FCC was
influenced by an economic theory specific to the broadcast industry that was (mistakenly)
interpreted to suggest that an industry made up of larger companies might offer more diverse
programming than an industry made up of smaller companies.

In the 1990s, radio companies urged Congress to step in and relax ownership restrictions
even further. They claimed that without the ability to take advantage of economies of
scale—the idea that bigger companies can cut per-unit costs—the radio industry would not
survive financially. Coupled with the theoretical justifications for relaxing the national cap,
the radio companies convinced Congress to eliminate it in 1996 with the passage of the
Telecommunications Act. Congress also significantly relaxed the Local Radio Ownership
Rule, but left it in place. (Chapter 2 focuses on the Telecom Act’s effects on local radio.)

But economies of scale are not a law of nature; diseconomies of scale are just as likely. For
some industries, larger companies can produce goods or services more efficiently. But in
other industries, smaller companies are more efficient. Furthermore, companies becoming
larger in order to cut their unit costs does not benefit consumers unless the good or service
being produced retains the exact same quality. Otherwise the benefits of lower unit costs
must be weighed against the harms of inferior products. Thus the theoretical benefits of
economies of scale in radio industry would not exist if the quality of programming declined
as companies grew larger.

Another major reason for increasing—and ultimately eliminating—the national cap was
ideological. With the Reagan administration came a “deregulatory” philosophy that
disfavored restrictions on what businesses could do. This policy was influenced by the
simple economic theory that markets devoid of government intervention best serve the public
interest.

? See Peter DiCola & Kristin Thomson, Radio Deregulation: Has It Served Citizens and Musicians ?
(2002), pp. 8-14.
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Unfortunately, many of the simplifications required for the free-market economic theory to
hold do not apply at all to the radio industry. For instance, the Telecom Act removed the
national ownership cap but left the FCC’s entry restrictions in place. Without free entry to
spur active competition between companies, the benefits of free markets to consumers may
not occur. Instead, raising the caps while continuing to restrict licenses meant that the FCC
was mainly protecting incumbent companies at the expense of new entrants—and radio
listeners.

New Radio Licenses

To provide some beginning context for understanding the radio industry by the numbers, this
section details how:

* New radio licenses continue to be issued, but at a slower pace than in previous
decades, demonstrating the lack of free entry into the radio business.

= Many of the licenses have gone to a small group of owners, and as a group, new
licensees are increasingly focused on Christian programming.

= Entry restrictions mean that radio is not a free market, and that “deregulation” was
instead pro-incumbent regulation.

New Radio Licenses Are Hard to Come By

How hard is it to get a license for a new radio station from the FCC? Obtaining a license has
traditionally been a difficult, years-long, and highly competitive process. The FCC has
always decided how many new radio licenses to grant each year, and continues to do so. But
since 1996, the FCC has allocated these new licenses by auctions for commercial stations and
by a points system for noncommercial stations. The FCC now gets about 30,000 inquiries
annually from prospective licensees, yet the FCC only grants about 200 new licenses
nationwide each year. And the FCC has granted new licenses at a decelerating rate over the
past decade. As Table 1-1 shows, the FCC granted only 177 new licenses per year from the
end of 1995 through the end of 2005.°

* Source data: Media Access Pro, BIA Financial Networks, data as of November 2005. These figures
do not correspond exactly to the figures available on the FCC’s website; the differences depend on
whether stations are considered to exist when licensed or when they have actually constructed their
radio tower and begun broadcasting. The figures from the BIA database are preferable because they
extend back to 1975, whereas the FCC’s published figures only date back to 1990.
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Table 1-1. Number of FCC-Licensed Stations from 1975 to 2005
and the Rate of New Licenses per Year over Each Decade.

- Total Number of Licensed New Licenses per Year
Stations (AM and FM) Over Previous Decade

1975 7,472

1985 9,450 198

1995 11,734 228

2005 13,504 177

Radio licenses from the FCC are specific to an AM or FM frequency. Licensees must apply
to the FCC to change frequencies or to increase the power or height of their broadcast tower
(which both determine how far a station’s signal reaches). Radio licenses also come with a
classification of either commercial or noncommercial. The main difference is that the FCC
prohibits noncommercial stations—also called “educational’ stations—from broadcasting
advertisements.

Figure 1-1 shows the total number of FM, FM-educational, and AM stations from 1990 to
2005." During this period, the number of both commercial and noncommercial FM licensees
grew, while the number of AM licenses decreased slightly. This decline in the number of
AM stations may have occurred because stations went off the air or perhaps because
licensees requested to switch from AM to FM. The percentage growth in FM-educational
licenses was larger than that of commercial FM licenses. AM-educational licenses are rare
and are not broken out in the FCC’s numbers.

The data used to construct Figure 1-1 come from the FCC itself. These are, in fact, the only
data on radio station ownership made available through the FCC’s web pages. But it would
be a stretch to say that even these data are readily available, since it required data from 55
separate pages to construct Figure 1-1. And these data don’t tell you who owns the stations,
or where the stations are—they only tell you how many stations have been licensed in total
across the country. It’s possible to download the many parts of FCC’s complex relational
database, which contains much more detailed engineering and ownership data. But the
average citizen (or even the average researcher) cannot make much use of it without hours of
work and lots of guidance.

4 Source data: Federal Communications Commission (FCC), Licensed Broadcast Station Totals in the
USA-—1990 to Present, at http://www fee.gov/mb/audio/totals/index.html (last visited May 2nd,
2006).
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Figure 1-1. AM, FM, and FM-Educational Stations, 1990-2005.
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It is unfortunate that critical data is not available in a form that would allow citizens to
understand the transformation of the radio industry. Only by purchasing expensive and
proprietary data sets can one begin to track the changcs that have transpired in radio with
quantitative methods. It is also unfortunate that the majority of the more comprehensive data
sets come from the industry itself. As a result, researchers and policy makers must evaluate
the industry on the industry’s own terms, based on the measures it chooses to create and
distribute.

Thus, from here onward, this chapter (and this report) will mainly rely on data from industry
sources. These data are proprietary and expensive, but can answer many more qucstions than
the FCC’s data. Primarily, this chapter will rely on information from Media Access Pro, a
database created by BIA Financial Networks with information collected by surveying radio
companies themselves.

The Total Number of Radio Stations in the U.S.

Figure 1-2 shows a longer history of the number of licensed radio stations in the U.S.. broken
down into four categories by AM vs. FM and by commercial vs. noncommercial * Tn Figure

% Source data: Media Access Pro (Radio Version), BIA Financial Neiworks. November 2003 data.
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1-2, unlike Figure 1-1. each category of stations is represented by an area. not just a line.
These areas are Lhen slacked on lop of one another, so that the charl also shows (he Lolal
number of slations in the U.S —just over 13,500 stations al the end of 2005. Currently there
are over 8,700 FM siations and over 4.700 AM slations. Among the FM slations, about
6.200 are commercial stations and about 2,500 are noncommercial (or educalional). Among
the AM stations. only 119 of them are noncommercial. leaving just under 4.600 commercial
AM slalions.

Figure 1-2. FCC-Licensed Stations, 1975 to 2005,
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The message of Figure 1-2 1s largely the same as that of Figure 1-1: new licenses have been
going almost entirely to FM stations in recent vears. But going back to 1975 provides a
broader context for understanding the changces to radio of the last decade. Information for
particular variables is not always available going that far back, even in the proprietary
databases. Whenever possible, however, the analyses of this chapter will cover a three-
decade span.

More importantly, Figures 1-1 and 1-2 show that the total number of radio stations in the
U.S. is indeed growing. But alarge portion of the growth involves noncommercial FM
stations. With only a few dozen commercial FM stations receiving new licenses each vear,
entry into commercial radio is quite restricted. The average metropolitan area has only seen
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a new commercial FM station once every three or four years. As a result, incumbent radio
companies do not face new competitors very often.

Who's Getting the New Licenses

New licenses can create the opportunity to bring new individuals and organizations into the
radio industry. These new licensees could bring fresh perspectives that would result in new
programming to serve the diverse public interest. This becomes even more important in the
context of consolidating ownership, as the incumbent companies get larger and the diversity
of station ownership declines. (Chapter 3 will discuss the programming choices of large
incumbents versus those of small companies and new entrants.)

So who are the new licensees in radio? Over the past ten years, a fairly large percentage of
the new licenses have gone to just a few companies, as Table 1-2 describes.’

Table 1-2. Owners of Newly Licensed Radio Licenses, 1996-2005.

Owner Number of Stations Percentage
American Family Association 115 6.9%
Educational Media Foundation 51 3.1%
Calvary Satellite Network Int’] 26 1.6%
Flinn Broadcasting Corp. 15 0.9%
Family Stations 13 0.8%
Clear Channel Communications 12 0.7%
University of Wyoming 11 0.7%
Moody Bible Institute of Chicago 11 0.7%
Baker Family Stations 11 0.7%
New Life Evangelistic Center 9 0.5%
All others (1,062 different owners) 1,383
TOTAL 1,657 -—-

The 115 stations licensed to American Family Association and the 51 stations licensed to the
Education Media Foundation over the past ten years add up to 10 percent of the newly
licensed stations, across AM and FM, commercial and noncommercial. Ten percent may not
seem like an overwhelming number. But consider that when American Family Association
receives 115 licenses (instead of, say, one), 114 other individuals, companies, and
organizations do not get a license.

FM Translators and Satellite Feeds
Many of the leading acquirers of new noncommercial radio licenses have also taken

advantage of FM translator stations. A translator receives signals from a full-power FM
station and rebroadcasts that signal at a low power (250 watts or less). Some translators “fill

 Source data: Media Access Pro {Radio Version), BIA Financial Networks, November 2005 data.
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in” signals to parts of a full-power FM station’s designated broadcast area that are blocked by
mountains or other features of the terrain, while others extend a full-power station’s
broadcast area. There are no ownership restrictions on translators; specifically, the
ownership restrictions that apply to full-power radio stations do not apply to translators.”

In 1990, the FCC changed the rules for how FM translator stations for noncommercial full-
power FM stations could receive their signals. Before, translators had to receive their signal
via terrestrial means, for example microwave, phone lines, or cable lines. But with the 1990
rule change, FM translators for noncommercial full-power FM stations could receive their
signals via satellite.® To receive a license, FM translators still must have an association with
a full-power FM station. But the ability to deliver signals by satellite made translators more
attractive. And media-ownership limits have never applied to translators; an entity can apply
for as many translators as it wants. Many noncommercial broadcasters—including the major
acquirers of new noncommercial FM licenses like American Family Association,
Educational Media Foundation, and Calvary Satellite Network—have accumulated many
translators to go with their new full-power FM licenses.” These translators do not have to be
in the same local market as their parent FM station. Their FM translators can now
rebroadcast satellite feeds of those organizations’ programming, multiplying the impact of
their new full-power licenses.

The companies and organizations that have obtained new radio licenses since 1996 have
handled the application process skillfully, whether through auctions for commercial stations
or through the points system for noncommercial stations. They have also taken advantage of
the relaxed rules for how FM translators receive their signals. Taken together, the changes to
the licensing process and the changes to the translator rules have increased consolidation in
non-commercial radio. As a result, these changes might threaten competition, diversity, and
localism and are cause for concern.

Low-Power FM Stations

Low-power FM stations are one mitigating factor in the increasing concentration of existing
and even newly licensed full-power radio stations. Broadcasting with a power of 100 watts
or less, these low-power station licenses are available only to noncommercial entities without
other broadcast or newspaper holdings. Licenses for low-power FM stations first became

7 Federal Communications Commission, “FM Translator and FM Booster Stations,” at
http://www.fce.gov/mb/audio/translator html.

% Federal Communications Commission, Amendment of Part 74 of the Commission's Rules
Regarding Translator Stations, MM Docket 8§8-140, FCC 90-375, 5 FCC Red 7212 (1990), available
at http://www.fcc.gov/fee-bin/assemble?docno=901204.

? For documentation that these entities employ an FM-translator strategy, and a discussion of other
issues related to FM translators in general, see DIYMedia.net, “God Squads Fall From Grace,” ar
http://www.diymedianet/feature/lpfm/f022505b.htm.
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available in January 2000.'° As of June 30, 2006, the FCC’s database indicated that 728 low-
power FM stations were operational and that 341 more had obtained construction permits.'’

Congress has limited the number of frequencies available for low-power FM stations. By
statute, the FCC may only grant low-power FM stations at frequencies that are more than
three frequencies away from any current full-power licensee’s frequency (counting by
increments of 0.2 MHz, as the FCC does when allocating spectrum). For example, if a full-
power FM station is broadcasting at 91.5 FM in a particular city, then no low-power FM
station can be licensed at 90.9, 91.1,91.3, 91.7, 91.9, or 92.1.

The stated purpose of this “third adjacent channel™ rule is to protect full-power licensees’
broadcast signals from interference. But an engineering study commissioned by the FCC and
conducted by the MITRE Corporation concluded that such concerns are unfounded
especially at a distance of three frequencies.'* As a result, the restrictions on low-power FM
licenses provide another example of entry restrictions. Congress is not protecting the
integrity of full-power licensees’ signal. Rather, the FCC is protecting incumbents from
competition from local, independently owned low-power FM broadcasters."*

Not Deregulation, but Pro-Incumbent Regulation

The statistics in this section make plain that “deregulation” is a deceptive misnomer for what
happened in radio in the 1980s and 1990s. Strong regulations on entry still exist in radio.
The vast majority of would-be competitors do not obtain radio stations. Regardless of
whether concerns about interference justify the FCC’s entry restrictions, the economic effect
is to make the radio industry an exclusive party that only two hundred new invitees per year
can attend. Entry restrictions benefit incumbents, protecting them from the vagaries of true
competition and facilitating their efforts to acquire an increasingly large fraction of all U.S.
radio stations—as the next section describes.

" Federal Communications Commission, “Low Power FM Broadcast Radio Stations,” at
http://www.fcc.gov/mb/audio/lpfm.

" Federal Communications Commission, “FM Query Results,” httpz//www.fcc.gov/fee-
bin/fmq?state=&serv=F L& vac=&list=2 (visited June 30, 2006) (clicking the link begins a query of
the FCC’s engineering database that will deliver current results on all low-power FM station).

2 According to Media Access Project, The Mitre Report found that: [1] eliminating third adjacent
channel separation would not increase interference[; 2] LPFM would have no impact on digital
radio[; and 3] there was therefore no need to consider the economic impact of LPFM on incumbent
broadcasters.” See Media Access Project, “Congress and LPFM,” available at
http://www.mediaaccess.org/programs/Ipfm/Congress.html (last visited August 25, 2006). The Mitre
Report itself is available at http://www.freepress.net/lpfm/MitreReport.pdf (last visited August 25,
2006).

" As of this writing, the Senate Commerce Committee had voted in support of an amendment to a
large telecommunications bill that would allow the FCC to grant more low-power FM licenses. For
updates, and for much more information on low-power FM radio, visit the website of the Prometheus
Radio Project at http://www.prometheusradio.org/.
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When the Telecom Act Changed Everything
This section documents how:

¢ The Telecom Act resulted in an unprecedented wave of mergers and acquisitions.

* The number of companies that own radio stations peaked in 1995, just before the
Telecom Act, and has declined dramatically over the past decade, despite hundreds of
new licenses issued.

= Most of the decline in the number of owners occurred among owners of commercial
stations.

*  The number of owners of noncommercial stations, however, has only increased
slightly since the Telecom Act.

Mergers and Acquisitions in the Wake of the Telecom Act

Powerful radio companies had much to do with passing the Telecom Act, and they prepared
for its coming by planning for various mergers and acquisitions so that stations could start
changing hands immediately after the law passed. These transactions took advantage of the
radio companies’ new ability to become national, rather than just local or regional, media
companies. Radio stations have always switched owners from time to time—FCC
regulations do not prohibit transfers of licenses, though transfers must be reported. But the
Telecom Act unleashed an enormous number of mergers and acquisitions, as Figure 1-3
shows.

Figure 1-3 does not count the number of deals in each year; rather, it shows the number of
stations that changed hands each year,“‘ So, for example, a deal involving one station would
count as one station transacted. A merger between a radio company with 100 stations and a
radio company with 50 stations would count as 50 stations transacted. Graphing the number
of stations transacted over time gives us a way to analyze the level of merger and acquisition
activity in each year.

" Source data: Media Access Pro {Radio Version), BIA Financial Networks, November 2005 data.
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Figure 1-3. Number of U.S. Stations Transacted in Mergers and Acquisitions,
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Before 1992, the number of stations changing hands was typically around 1,000 stations per
vear, Between 1992 and 1996, that number increased to around 1,200 per vear, Then, as
Figure 1-3 shows, merger and acquisition activity spiked upward. During 1997 and 1998. the
two years immediately following the Telecom Act, over 2,100 stations were transacted each
vear. From 1999 through 2001. around 1,700 stations changed ownership each vear, still
above pre-Telecom Act levels. Since 2002, however, the number of stations transacted each
vear has settled down to around 800 stations per vear,

A4 Growing Number of Stations—And a Shrinking Number of Owners

The large number of mergers and acquisitions that occurred in the wake of the Telecom Act
illustrates that the elimination of the National Radio Ownership Rule restructured the radio
industry. Figure 1-4 charts the number of FCC-licensed stations against the number of
owners of radio stations."> The red line charts the total number of stations in the U.S.—this
just repeats the top outline of Figure 1-2. The blue line represents the number of owners over
the same time period. The green line represents the number of stations per owner—the red
line divided by the blue line.

" Source duta: Media Access Pro (Radio Version), BIA Financial Networks, November 2005 dala,
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For he years 1975 (hrough 1987, the blue line and the green line split into two. The
transaction data from BIA Financial Networks are incomplete for these years. We know who
purchased the stations, but we don’t always know who sold them. The “upper bound™ on the
number of owners represents whal the number of owners would be if every single seller
whose identity is unknown was an indepcndent owner with just a single station to sell. The
“lower bound™ on the number of owners represents the opposite, that is. what the number of
owners would be if every single seller whose idenlity is unknown was an owner of multiple
stations and conlinued Lo own other slalions afler the sale.

Figure 1-4. U.S. Radio Stations and Owners, 1975-2005,
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Note: Read the red and blue lines, which depict the number of stations and the number of
owners, against the lefi-hand axis. Read the green line, which depicls the number of stations
per owner, ugainst the righi-hand axis.

Figure 1-4 shows that the number of owners increased from 1975 to 1995, In 1975,
approximately 4.000 to 5,000 distinct companies, organizations, and individuals owned radio
stations in the U.S. That number gradually increased over the next two decades as the FCC
licensed new stations, some of them to owners who had not previously owned any radio
stations, But the number of owners pcaked in early 1995 at just over 6,600 owners. This
includes owners of all station typcs: AM and FM. commercial and noncommercial. After
that pcak, mainly afler the Telecom Act, the number of owners declined precipitously, as the
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blue line shows. At the end of 2003, the radio industry had just over 4,400 owners. The
green line in Figure 1-4 shows that the number of stalions per owner increased from about
1.75 o about 3 05 over this lime period.

Mosi Mergers Happened in the Comimercial Secior

Figure 1-3 takes the blue line from Figure 1-4. which represented the number of owners over
time, and breaks the owners inlo seven calegories: (1) those who own only commercial FM
stations, (2) those who own only noncommercial FM slalions, (3) those who own only
commercial AM stalions, (4) those who own only noncommercial AM slaiions, (5) those
owning both commercial FM and commercial AM stations. (6) those owning both
noncommercial FM siations and noncommercial AM stalions, and (7) those owning a more
complicaigd mix of stations (for example, both commereial and noncommercial FM
stations).

Figure 1-5. Owners Categorized by Type of Stations Owned, 1975-2005,
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The bottom three red-tinted areas of Figure 1-3 grow until the mid-1990s and then shrink.
This shows that consolidation has occurred mainly in the commercial sector. because the
number of owners who own commercial FM, commercial AM, or both commercial FM and

16 Source duta: Media Access Pro (Radio Version), BIA Financial Networks, November 2005 dala,
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commercial AM stations has declined since the Telecom Act. From a peak of 5,529 owners
of commercial stations in early 1993, the number of owners of commercial stations declined
to a three-decade low of 3,134 by the end of 2005. That constitutes a 43 percent drop in the
number of distinct companies, organizations, and individuals who own commercial radio
stations in a little less than thirteen years.

Consolidation has occurred in the noncommercial sector as well. The number of owners of
noncommercial stations exceeded 1,300 in early 1996, peaked at 1,393 in early 2003, and has
decreased only slightly (to 1,369) since then.!” That the number of noncommercial owners
has held steady for a decade between 1,300 and 1,400—despite hundreds of new
noncommercial licenses granted by the FCC over that time period—demonstrates two forces
at work. First, some consolidation has occurred in the noncommercial sector since the
Telecom Act. Second, as described earlier, a greater fraction of new licenses has gone to
owners who already owned at least one, if not many, radio stations.

Concentration of Station Ownership
This section looks at three decades of data to show that:

« The geographic reach of the largest radio companies has expanded over the last
decade, suggesting a decline in locally owned broadcasting.

= Radio-station holdings of the ten largest companies in the industry increased almost
ninefold from 1995 to 2005. Over that same period, holdings of the fifty largest
companies increased more than fourfold.

* The largest radio company, Clear Channel, owned about 1,200 stations nationwide as
of the end of 2005."

The Geographic Reach of the New Large Radio Companies

The previous section showed that a wave of mergers and acquisitions following the Telecom
Act resulted in fewer entities having ownership of radio stations, and that most consolidation
happened in the commercial sector. This section explores in more detail how consolidation
of station ownership has changed the radio industry. Consolidation did not happen evenly
among radio companies—it was not the case that each commercial company just bought one
local competitor’s stations, and left it at that. Rather, from the post-Telecom Act
consolidation emerged national radio companies with broad geographic reach. And some
radio companies came to own many more stations than others.

' The blue-tinted areas in Figure 1-5 represent noncommercial owners; those areas have
approximately the same top-to-bottom height for the years 1996 through 2005.

"% As discussed in the Introduction, Clear Channel announced in November 2006 that it would be
purchased by a pair of private equity investors, Bain Capital Partners and Thomas H. Lee Partners.
Angela Moore, “Clear Channel Agrees to $18.7 Billion Buyout,” Marketwatch.com, Nov. 27, 2006
(corrected version). We address the implications of this buyout below.
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To study the geographic reach of a radio company, one can look at many different levels of
geography within the U.S. We will focus on four different geographic levels: slates, markels,
counlies, and cilies, lisled from largest Lo smallest, Among these lerms, the “market™ level
may be unfamiliar and require some background. For purposes of this study. “markel” refers
Lo a geographic unil defined by the Arbitron Company.

Figure 1-6. Geographic Reach of Radio Companies, 1975-2005.
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A radio company might own stations in one or more states, one or more markets, and so on.
The number of states, markets. counties, or cities in which a radio company owns stations
provides a measure of that radio company’s gcographic reach. To look at the gcographic
reach of companies across the entire radio industry, one can ask how many companies owned
stations in say, 10 states or more, in 10 markets or more, and so on. Figure 1-6 displays the
answers to precisely these questions.”

1% Arbitron surveys radio listeners in about three hundred “markets” in the 1S, 10 rate stations
according Lo estimates of how many people listen Lo them. Arbiron markets correspond roughly Lo
mietropolitan areas. Defining the geographic boundaries of a marke allows people within the radio
industry Lo talk aboul a station like WXRT's rulings in the “Chicago market.” The Chicago markel as
defined by Arbitron isn’t limited by Chicago’s cily limits—in fact, the Arbitron market for Chicago
includes Cook County (which contains Chicago) as well as adjacent counties (or parts of them).

" Source daia: Media Access Pro (Radio Version), BIA Financial Networks, November 2005 dala.
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As of 1975, before the regulatory changes of the 1980s and 1990s, Figure 1-6 shows that:
only 2 companies owned stations in ten different states; only 8 companies owned stations in
ten markets; only 10 companies owned stations in ten counties; and only 9 companies owned
stations in ten cities. The number of radio companies with a wide geographic reach
expanded gradually over the next two decades or so, until the FCC relaxed the National
Radio Ownership Rule in 1992 and 1994. At that point, both the number of companies with
stations in ten counties and the number of companies with stations in ten cities began to grow
(the top two lines in Figure 1-6).

Since the Telecommunications Act of 1996, the number of radio companies with wide
geographic reach has grown considerably, as measured by all four geographic levels included
in Figure 1-6. Atthe end of 2005, an unprecedented 121 companies spanned at least ten
cities; 89 companies spanned at least ten counties; 38 companies spanned at least ten
markets; and 25 companies spanned at least ten states.

Clear Channel and the Dramatic Growth of the Largest Radio Companies

The size of radio companies has increased dramatically over the past decade. Table 1-3
shows the ten largest owners as of 1995 and the ten largest owners as of 2005, as well as the
number of stations owned.”’ The largest single owner of radio stations, Clear Channel,

owned 1,184 stations at the end of 2005.2

Table 1-3. Top Ten Owners by Number of Stations Owned, 1995 and 2005.

Rank 1995 Top Ten Owners Stations 2005 Top Ten Owners Stations
Owned Owned
1 Clear Channel 39 Clear Channel 1,184
2 Family Stations 37 Cumulus 295
3 Salem Comm. Corp. 30 Citadel 223
4 Evergreen Media Corp. 30 Infinity 178
5 Minnesota Public Radio 28 Educational Media Foundation 138
6 James Ingstad 28 American Family Ass’n 113
7 Bible Bestg. Ntwk 28 Salem Comm. Corp. 106
8 American Radio Systems 24 Entercom 103
9 Saga Communications 23 Saga Communications 86
10 River City Bestg. 23 Cox Radio 78

! Source data: Media Access Pro (Radio Version), BIA Financial Networks, November 2005 data.
2 In November 2006, in conjunction with the announcement of the private equity buyout of Clear
Channel, it was reported that Clear Channel would sell off 448 of its stations. The stations to be sold
off would be those located outside the top 100 markets. See Angela Moore, “Clear Channel Agrees

to $18.7 Billion Buyout,” Marketwatch.com, Nov. 27, 2006 (corrected version).
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Clear Channel also controlled and managed an additional 16 stations through legal devices
known as local marketing agreements, or LMAs. (Two of the slations Clear Channel owns
appear Lo be managcd by other companies through LMAs). At iis peak, Clear Channel
owned 1205 stations and conlrolled a few dozen more through LMAs, but has since sold off
a small fraction of iis radio-station porifolio. The FCC does nol prohibit LMAs, though they
require radio companies to report them. Thus, even prior to the Telecom Act, the FCC
allowed a business praclice (o undermine somewhalt the purpose of the national ownership
cap. LMAs became less important when the cap was relaxed and then eliminaled. Bul the
practice conlinues o allow some additional consolidation.

The Fifty Companies with the Largest Number of Stations Over Time
The distribution of slations across lhese growing radio companies has nol been equal. Figure
1-7 shows the (olal number of stations held by the fifty largest owners over the last three

decades.”

Figure 1-7. Number of Stations Owned by the Top 50 Owners, 1975-2005,
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" Source daia: Media Access Pro (Radio Version), BIA Financial Networks, November 2003 dala.
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For each year, Figure 1-7 shows the number of stations owned by whichever fifty companies
were largest at that particular point in time. Each colored area corresponds to one ranking of
owners by size. For example, the red area at the bottom of the graph corresponds to the
largest owner at each point in time; the blue area second from the bottom corresponds to the
second-largest owner at each point in time; and so on.

Figure 1-7 looks like a rainbow ribbon. Two conclusions from this graph are most important.
First, the width of the entire ribbon grows considerably over time. In 1975, the fifty largest
radio owners owned a total of 512 stations. That total grew to 589 stations by 1985, and to
984 stations by 1995. In 2005, the number of stations owned by the fifty largest radio
owners reached 4,097 stations—a fourfold increase in the last decade.

Second, some of the colored stripes in the ribbon are wider than others, and get wider over
time. The ten stripes on the bottom are the widest. The ten largest radio owners totaled 290
stations in 1995, but the 2,504 stations in 2005, representing an almost ninefold increase in
the station holdings of the ten largest owners over the past decade. Such intensive
consolidation of ownership represents a dramatic change for the radio industry.

Concentration of Commercial Market Shares in Revenue and Listenership

Using data from before the Telecom Act to the present day, this section details how, among
commercial stations:

« National concentration of advertising revenue increased from 1993 to 2004, from 12
percent market share for the top four companies to 50 percent market share for the top
four.

= National concentration of listeners continued in 2005—the top four firms have 48
percent of the listeners, and the top ten firms have almost two-thirds.

* Both revenue and listenership concentration could increase because of the
ABC/Disney—Citadel merger, the Cumulus Media Partners purchase of Susquehanna,
and the Clear Channel buyout in 2006.

Unequal Shares of Listeners Among Radio Companies

So far this chapter has discussed concentration in the radio industry as a matter of companies
accumulating more radio stations. But not all radio stations are equally valuable, for two
reasons. First, different stations acquire different kinds of licenses from the FCC in terms of
how and where the FCC will allow the station’s antenna to broadcast. Those differences—
AM or FM, high or low wattage, tall or short tower, and so on—affect how many listeners a
radio station can reach with its broadcast signal. Second, different stations will be more
popular among listeners than others. Many factors might determine how many people listen
to a station, such as: the type and quality of programming on the station; the station’s place in
the range of AM or FM frequencies (which corresponds to being on the left, middle, or right
of the dial on older-style radios); the history of how many people have been in the habit of
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tuning into the station; and the amount of advertising the radio station does or buys for itself,
for instance, over the air or on billboards.

Stations with more listeners will be more attractive to advertisers and thus will get more
advertising revenue, all else equal. So measuring listenership and station revenue helps one
understand a station’s economic and social influence. Stations that reach more listeners
might therefore have a larger role in providing entertainment, disseminating news and
information, or other cultural activities. Furthermore, radio companies that own stations with
more total listeners and greater total advertising revenue will have a larger influence in the
radio industry and in society generally.

Figure 1-8 shows the concentration of commercial radio listenership nationwide in 2001 and
2005 as a pie chart.** Listenership is measured by the Arbitron Company in a statistic called
“metro cume persons,” which estimates the number of individual people who listened to a
station for at least five minutes within a fifteen-minute period. The national share of listeners
for a particular radio company is the sum of the metro cume persons for each station the
company owns divided by the total number of metro cume persons for all U.S. stations. In
Figure 1-8, the top ten radio companies’ shares of listeners are broken out into separate slices
of the listenership pie; the figure denotes the remaining thousands of companies and
organizations as “all others.”

Measuring radio concentration by listener share, as in Figure 1-8, shows even greater
concentration than simply measuring by the number of stations owned. Clear Channel’s
share of nationwide listeners exceeded 27 percent by 2005, having grown slightly since 2001.
Infinity, formerly a subsidiary of Viacom and now called CBS Radio, saw its listener share
decline from 15.5 percent to 13.6 percent over four years. But many of the other top-ten
radio companies saw growth in their listener share over the last four years. Overall, the top
ten radio companies had a total market share of 65.3 percent in 2005, up slightly from 64.3
percent in 2001.

™ Listener ratings data are only available for commercial stations in the BIA Financial Networks
database. Source data: Media Access Pro (Radio Version), BIA Financial Networks, November 2005
data.
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Figure 1-8. National Share of Radio Listeners, Commercial Sector, 2001 and 2005,
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Unfortunately, statistics on metro cume persons at regular intervals over a longer historical
period are not easily available. But Figure 1-8 does provide suggestive information about the
Telecom Act’s effect on listener share, since Clear Channel could not have enjoyed 27
percent market share nationwide when it owned just 39 stations back in 1995,

How Concentration of Revenue Share Has Increased Over Time

Fortunately, estimates of annual advertising revenue for each radio station are available on a
yearly basis dating from before the Telecom Act.”” Measures of revenue concentration apply
only to the commercial sector; BIA Financial Networks does not estimate station-level
revenue for noncommercial entities.

Table 1-4 shows revenue market share statistics for the earliest and latest years currently
available, 1993 and 2004.%® Note that, for the 1993 statistics, “Infinity Broadcasting”™ and
“Infinity Broadcasting Corporation™ are listed as separate entities. BIA Financial Networks
explains that corporate entities that are either totally distinct or that are related but structured
or financed in different ways have been distinguished in their database by keeping or leaving
out suffixes like “Corporation,” “Company,” “Incorporated,” and the like.

Table 1-4. Top Ten Commercial Owners by Estimated Revenue of Stations Owned.

Rank 1993 Top Ten Revenue Market 2004 Top Ten Revenue Market

Owners ($000) Share Owners ($000) Share
1 CBS 235,900 3.8% Clear Channel 3,560,125  26.3%
2 Capital Cities/ABC 226,600 3.7% Infinity 2,207,500  16.3%
3 Lehman Brothers 160,200 2.6% Cox Radio 485,600 3.6%
4 Infinity Bestg. Corp. 113,900 1.8% Entercom 479,125 3.5%
5 Shamrock Holdings 105,000 1.7% ABC/Disney 454,700 3.4%
6 Westinghouse Bestg. 101,400 1.6% Citadel 406,957 3.0%
7 Clear Channel 99,970 1.6% Radio One 375,500 2.8%
8 Infinity 97 800 1.6% Univision 325,275 2.4%
9 Bonneville Int’] 92 400 1.5% Cumulus 321,275 2.4%
10 Cox Radio 91,150 1.5% Emmis 311,175 23%

One can go beyond Table 1-4 to look instead at how aggregate measures of nationwide
consolidation have changed in recent years in the commercial sector. This chapter considers
four different measures of concentration over time. Three of the measures are concentration
ratio measures, or CR measures for short. A concentration ratio simply involves adding up
the market shares of a certain number of companies. For example, the abbreviation “CR2”

 BIA Financial Networks estimates the amount of advertising revenue each station collects each
year. Actual accounting records of station revenue are either not reported on a station by station basis
by large radio companies or, for small companies, are not required to be reported in public financial
statements. Note that radio companies may have revenue from other sources beyond advertising;
BIA’s measure does not purport to include those other sources.

% Source data: Media Access Pro {Radio Version), BIA Financial Networks, November 2005 data.
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refers to the particular concentration ratio that is the total market share of the two companies
with the greatest market share. “CR10” would refer to the total market share of the top ten
companies, as mentioned earlier with regard to Figure 1-8.

The other measure of concentration is the sum of the squared market shares of every radio
company. Economists and antitrust lawyers call this the Herfindahl-Hirschman index, or
HHI. This measure is useful because it can distinguish between an industry with one
dominant company and an industry with a few large companies (but no single dominant
company). One might think that the fast-food hamburger industry, with McDonald’s, Burger
King, and Wendy’s, has important differences compared to the computer operating system
industry, which Microsoft has long dominated. The concentration ratio measures can miss
these differences.

Consider an example with two industries. In the first industry, the very large company might
have 99 percent market share while the small company has 1 percent. The HHI for that
industry would be the sum of the squared market shares, that is, (99)> + (1)%, or 9802. In the
second industry, the equally large companies each have 50 percent market share. There, the
HHI would be (50)* + (50)* = 5000. The HHI in the first industry is almost twice as large,
telling us that the first industry has much greater concentration than the second. Now
compare the CR2 measure in both industries. The CR2 would be 100 for both (either 99 + 1
or 50 + 50), obscuring the important difference in concentration. While the CR measures are
easier to calculate and understand, the HHI measure provides valuable information about the
relative sizes of the largest firms, not just the total market share of the largest firms.

When evaluating mergers, the Justice Department uses a rule of thumb that an industry of an
HHI between 1000 and 1800 is concentrated, enough to warrant some concern about any
future mergers. (An HHI greater than 1800 is highly concentrated.) Some economic theories
predict that, in a concentrated industry, companies can artificially raise prices, stifle would-
be competitors, or reduce the quality of their products or services.

In Figure 1-9, the HHI based on the revenue market shares in the radio industry is plotted as
a red line against the left-hand axis (ranging from 0 to 1400).*” The CR2, CR4, and CR10
measures are plotted against the right-hand axis. All four measures start very small and
increase rapidly between 1995 and 2000, before declining somewhat from 2001 to 2004.

7 Source data: Media Access Pro {Radio Version), BIA Financial Networks, November 2005 data.
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Figure 1-9. Four Measures of Revenue Concentration
in Radio’s Commercial Sector, 1993-2004,
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Figure 1-9 shows that nationwide concentration in the radio industry merits concern. In
1993, the HHI for the radio industry was 81. In 2004, the HHI for radio was 1046—down
from a pecak of 1166 but still within the range of caution according to the Department of
Justice’s merger guidelines,

More broadly, Figure 1-9 represents what happened when the Telecom Act eliminated the
National Radio Ownership Rule. The radio industry changed from an unconcentrated
industry to a concentrated mdustry in a matter of just five vears.

The Telecom Act Has Failed Radio on All Fronts

To provide a sense of what has resulted from the increased concentration of ownership, this
section shows that:

= Across 155 markets. radio listenership has declined over the past fourteen vears for
which data are available, a 22 percent drop since its peak in 1989,

= Large radio companies are not. in general, more efficient at creating revenue with
their ratings, showing that bigger is not necessarily better.

43



The Long Decline in Radio Lisiening

An obvious and important measure of radio’s popularity is how many pcople tune in Lo listen.
A radio-industry statistic called the Average Person Rating, or APR. provides one measure
of listenership. It refers to the percentage of the population listening Lo radio within a market
at any particular moment, across both commercial and noncommercial stations. Jim Duncan
of Dutican’s American Radio has collecled APR statistics for 135 markets from 1976 Lo
2003. Figure 1-10 present the average APR across lthose 1535 markels over thal lime period **

Figure 1-10 shows thal radio listenership, as measured by the average APR across markets,
peaked at 17.6 percent in 1989, declining to a historic low of 13.8 pereent in 2003 (the last
vear for which these data are available). This represents a 22 percent decline in APR over
fourleen vears. From ils level of 16.4 percent in 1995, jusl before the Telecom Acl, the
average APR across markets declined 16 percend.

Figure 1-10. Radio Listenership as Measured by Average APR (Average Persen
Rating) Across 155 Markets, 1976-2003,
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i Source data: James H. Duncan, Jr., dn American Radio Trilogy 1973 to 2004, Volume One: The
Markets (2003)
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Most of the decline in listenership has occurred during the time of rapid consolidation of
station ownership that this chapter has documented. If greater consolidation served the
listening public well, one would expect radio listenership to have increased, to have stopped
decreasing, or at the very least to have decreased at a slower pace. But in fact, the decline in
radio listenership has accelerated during the post-Telecom Act period of consolidation.

The decline in listenership may have several different causes. But because the decline began



Table 1-5. Power Ratio of Top Ten Owners, 2001 and 2005.

2001 Top Ten Stations Power 2005 Top Ten Stations Power

Rank Owners Owned Ratio Owners Owned Ratio
1 Clear Channel 1,198 1.07  Clear Channel 1,184 1.06
2 Cumulus 237 1.04  Cumulus 298 1.04
3 Citadel 178 1.06  Citadel 223 1.08
4 Infinity 176 1.18  Infinity 178 1.20
5 Entercom 98 1.05  Salem Comm. 104 1.00
6 Salem Comm. 82 1.24  Entercom 103 1.05
7 Cox Radio 78 1.11  Saga Comm. 86 1.10
8 Radio One 62 0.72  Cox Radio 78 1.01
9 Regent Comm. 61 1.04  Regent Comm. 74 1.03
10 NextMedia Group 56 0.86  ABC/Disney 72 0.94

---  INDUSTRY AVG. 1.05 INDUSTRY AVG. -—- 1.04

The evidence for the theory that bigger radio companies get a greater share of advertising
revenue relative to their share of listeners is mixed. In both 2001 and 2005, five companies
within the group of top ten radio companies were at or below the industry average in power
ratio. Looking at the two largest radio companies by listenership and revenue, one sees that
the average Clear Channel station has a power ratio only slightly above the industry average,
while the average Infinity station has a consistently higher-than-average power ratio.

Statistically, the correlation between the average power ratio for a company’s stations and the
number of stations that company owns lies between 0.006 and 0.008 (on a scale from 0 to 1)
depending on the year. This is a weak correlation, certainly too weak to justify the sweeping
changes like those the Telecom Act brought to radio. The power ratio measure provides little
evidence that bigger radio companies turn listeners into advertising revenue any more
efficiently than smaller ones.

This failure of the largest radio companies to deliver greater advertising revenue per listener
might explain partially the sagging stock price of companies like Clear Channel, whose share
price is at its lowest level in nearly seven years and has exhibited a steady downward trend
since its peak in late 2001. The stock prices of Citadel, Cumulus, Emmis, Entercom, and
Radio One display similar downward trends over the past two to five years, depending on the
company and when its stock went public.

Media Company Break-Ups and What They Mean

On November 16, 2006, private equity firms announced that they will pay $19 billion in cash
plus $8 billion in assumption of debt to purchase Clear Channel.”” According to early
reports, the new owners plan to sell off Clear Channel’s television stations as well as 448

» Angela Moore, “Clear Channel Agrees to $18.7 Billion Buyout,” Marketwaich.com, Nov. 27, 2006
(corrected version).
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radio stations in medium- and small-sized markets.”* The buy-out comes on the heels of
Clear Channel separating its radio/television business from its billboard business and
spinning off its concert-venue business in 2005.*" Providing additional context for questions
about the value of media mergers, Viacom also recently split itself into two halves. The new
CBS half took over the radio, billboard, and network-television properties and the new
Viacom half took over the movie and cable-television properties.”” Since the split, CBS’s
chief executive has discussed selling off some of its radio stations.*

These developments provide even more evidence that economies of scale in radio did not
materialize. Why not? One explanation is that diseconomies of scale are just as possible as
economies of scale in theory and in practice. Large, national companies might have a harder
time meeting local listeners’ needs, managing their employees effectively, or responding
quickly to challenges from competitors. In a recent New Yorker article, finance and
economics columnist James Surowiecki has pointed out that the top two companies in an
industry often waste resources and attention on crushing each other, rather than serving
customers or even achieving profitability.** He uses the recent technological “arms race”
between Microsoft and Sony in the video-game industry to show that having the biggest
market share can actually lead to lower profit margins.

Surowiecki’s story fits Clear Channel’s experience to a tee. Acquiring a massive number of
radio stations—including a virtual monopoly in the small Casper, Wyoming market—was
part of the bigger-is-better strategy. Clear Channel could offer something its next-largest
radio competitor could not: advertising time in almost 200 markets. Advertisers with
products to distribute nationally would, in theory, benefit from an offer of one-stop shopping
or volume discount pricing. But the extended decline in Clear Channel’s stock price shows
that this version of the bigger-is-better strategy has not translated into profits.

Another aspect of Clear Channel’s bigger-is-better strategy was to acquire holdings in other
media beyond radio. With television stations and billboards, Clear Channel could offer
advertising time or space on multiple platforms. And with its concert-venue holdings, it
planned to cross-promote musicians’ concerts, radio appearances, and radio airplay. But
these cross-media mergers have not succeeded either, even in business terms. What’s worse,
such strategies have led to allegations of illegality. In addition to their attempts to take
advantage of economies of scale, Clear Channel’s strategy has also involved: accepting

* Press Release, “Clear Channel Announces Plan to Sell Radio Stations Outside the Top 100 Markets
and Entire Television Station Group,” November 16, 2006, available at
http://www.clearchannel.com/Corporate/PressRelease.aspx ?PressReleasel D=1825 (last visited
December 2, 2006).

*! Press Release, “Clear Channel Communications Announces Planned Strategic Realignment of
Businesses to Enhance Shareholder Value,” April 29, 2005, available at
http://www.clearchannel.com/Corporate/PressRelease.aspx ?PressReleasel D=1438 (last visited
December 2, 2006).

*2 See, for example, “Sumner Scores Split Decision,” Daily Variety, June 15, 2005, p. 1.

3 <CRBS, After Viacom Split, Posts Soft Profit Amid Radio Weakness,” Wall Street Journal, April 27,
2006, p. B2.

* James Surowiecki, “In Praise of Third Place,” New Yorker, December 4, 2006, p. 44.
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payments from independent promoters on behalf of record companies seeking airplay for
their artists (the new form of payola);™ using their businesses outside radio to pressure
musicians and discriminate against other owners of radio stations;*® and employing
questionable accounting practices.”’

Radio companies of unprecedented size have, by definition, reduced competition in the true
economic sense of having multiple companies competing on a level playing field. They have
even failed to generate benefits for investors. In light of this, Congress and the FCC should
become skeptical about the need for “regulatory relief” to allow media companies to grow
even larger than they already are. Furthermore, now that 448 Clear Channel stations might
be on the selling block, the FCC should consider directing that these stations go to small,
independent, local, or minority owners. A precedent for such action exists in proposed FCC
initiatives to promote minority ownership of media outlets™ and in the FCC’s general power
over the licensing process, discussed earlier in this chapter. Thus, the recent media breakups
offer a chance for the FCC to take the initiative and play an extremely positive role in
enhancing competition, localism, and diversity in radio.

# Clear Channel admitted using independent promoters until 2003, when it ceased the practice while
denying its illegality. Then, as a result of the New York State Attorney General’s investigation of
pavola, Clear Channel dismissed two employees named in the evidence against the record companies.
See Ken Tucker and Katy Bachman, “CC Axes Two After Payola Probe.” Mediaweek.com, October
12, 2005, at http://www.mediaweek.com/mw/news/recent_display jsp?vnu_content_id=1001304228
(last visited December 2, 2006). The investigation by the New York State Attorney General has
expanded from the record companies to the radio companies. Separate settlement talks with the FCC
continue. See Brian Ross, “Radio Conglomerates in Talks to Settle Payola Probe,” ABCNews.com,
April 3, 2006, at hitp://abcnews.go.com/Business/story?id=1800141&page=1 (last visited December
2, 2006).

*% Clear Channel executives have reportedly threatened to deny musicians airplay on their radio
stations if the musicians do not perform at Clear Channel venues on tour. The company has also
refused to continue distributing content produced by Premiere Networks, which Clear Channel owns,
to non-Clear-Channel radio stations. See Eric Boehlert, “Radio’s Big Bully,” Salon.com, April 30,
2001 (last visited December 2, 2006).

*7 Clear Channel’s concert business, now spun off and named Live Nation, has been embroiled in a
lawsuit with the city of Mountain View, California, for racketeering, fraud, and theft of public funds,
among other charges. See Ray Waddel, “Audit Bad News for Clear Channel,” Billhoard, September
28, 2005.

* See, for example, Senator John McCain’s proposed tax certificate program, Telecommunications
Ownership Diversification Act of 2003, 5.267, 108th Congress; or former FCC Chairman William
Kennard’s proposed initiatives, Office of the Chairman, “Studies Indicate Need to Promote Wireless
and Broadcast License Ownership by Small, Women- and Minority-Owned Business,” December 12,
2000, at http://'www fee.gov/Bureaus/Enforcement/News _Releases/2000/nren0034 html (last visited
December 5, 2006). Such initiatives can be designed to comply with the requirements of the Supreme
Court’s affirmative-action jurisprudence. See Leonard M. Baynes, “Life After Adarand: What
Happened to the Diversity Rationale for Affirmative Action in Telecommunications Ownership?,” 33
University of Michigan Journal of Law Reform 87 (Fall 1999/Winter 2000).
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Conclusion

Declining listenership and the questionable financial benefits of bigger radio companies
suggest that the Telecom Act has failed both citizens and long-term investors. So who has
gained? The main beneficiaries have been managers and executives of incumbent radio
companies, speculative short-term investors, and law firms and investment banks that
received fees for orchestrating the many mergers and acquisitions (and now the media
breakups) following the Telecom Act.

This chapter has shown that by relaxing and then eliminating the National Radio Ownership
Rule, the FCC and Congress allowed the radio industry to transform dramatically. What
once was an unconcentrated industry of small radio owners has become a concentrated
industry nationally. Chapters 2 and 3 explore in more detail how radio consolidation has
affected the public, by examining the effect of radio consolidation on local markets and on
programming.
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Local Radio Consolidation
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Executive Summary

Just three years after the Third U.S. Circuit Court of Appeals rejected sweeping policy changes that
would have dramatically altered our nation’s media landscape, the Federal Communications
Commission is once again considering eliminating longstanding limits on media ownership. These
changes could have a tremendous negative impact, especially on broadcast outlets owned by women
and minorities.

In its landmark Prometheus v. FCC decision, the Third Circuit chastised the FCC for ignoring the issue
of female and minority ownership, But since then, the FCC has done very little to address the issue.
The FCC has abdicated its responsibility to monitor and foster increased minority and female
broadcast ownership. In fact, the Commission cannot even account for the current state of female and
minority ownership in this country.

This study provides the first complete assessment and analysis of female and minority ownership of
full-power commercial broadcast radio stations operating in the United States. It follows a similar
analysis of female and minority broadcast television ownership, Out of the Picture, published last fall.

Because this study represents the first ever complete assessment of all licensed commercial radio
stations, it cannot and should not be compared with previous reports from the National
Telecommunications and Information Administration (NTIA) or summaries produced by the FCC. All
previous efforts by these agencies left out significant numbers of minority owners (and female owners,
in the FCC's case). No conclusions about changes over time can be drawn from this report. Likewise,
previous academic and other studies using these flawed data are inaccurate or incomplete.

The study shows that media consolidation is one of the key factors keeping female and minority
station ownership at low levels. As consolidation cuts back the already limited number of stations
available, women and people of color have fewer chances to become media owners and promote
diverse programming,

The information contained in Off the Dial will enable policymakers at the FCC and in Congress to
make informed conclusions about the state of the broadcast marketplace and the impact of media
consolidation on female and minority radio station ownership. Taken together, the findings of this
study should raise serious concern.

The Dismal State of Female and Minority Ownership

The results of this study reveal a dismally low level of female and minority ownership of radio stations
in America that has left two-thirds of the U.S. population with few stations representing their
communities or serving their needs.

*  Women own just 6 percent of all full-power commercial broadcast radio stations, even though
they comprise 51 percent of the U.S. population.

* Racial or ethnic minorities own just 7.7 percent of all full-power commercial broadcast radio
stations, though they account for 33 percent of the U.S. population.

¢ Latinos own just 2.9 percent of all U.S. full-power commercial broadcast radio stations,
but they comprise 15 percent of the U.S. population and are the nation’s largest ethnic
minority group.
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o African-Americans own only 3.4 percent of this country’s full-power commercial
broadcast radio stations, but account for 13 percent of the entire U.S. population.

¢ People of Asian descent own less than 1 percent of full-power commercial broadcast
radio stations, though they make up 4 percent of the U.S. population.

¢ Non-Hispanic white owners control 87.2 percent of the full-power commercial
broadcast radio stations operating in the United States.

Radio Station Ownership Lags Behind Other Economic Sectors

Our previous study, Qut of the Picture, found that female and minority ownership of broadcast
television stations was similarly anemic. Women own 5 percent of broadcast TV stations, while people
of color own just 3.3 percent of stations.

These groups' level of radio station ownership is only slightly higher, despite the fact that the cost of
operating a radio station is dramatically lower than a TV station. Moreover, radio station ownership is
very low compared to the levels seen in other commercial industry sectors:

*  According to the most recent figures available, women own 28 percent of all non-farm
businesses.

* Racial and ethnic minorities owned 18 percent of all non-farm businesses, according to the
most recent data.

* In sectors such as transportation and health care, people of color own businesses at levels near
their proportion of the general population. But in the commercial radio broadcast sector the
level of minority ownership is over four times below their proportion of the general
population. That's lower than every sector of the economy tracked by the Census Bureau except
for mining and enterprise management.

No Diversity at the Top of Station Management

Not only are few stations owned by women and people of color, but commercial stations have very few
women and minorities at the top — in the positions of CEO, president or general manager.

= Just 4.7 percent of all full-power commercial broadcast radio stations are owned by an entity
with a female CEO or president.

o Only 1 percent of the stations not owned by women are controlled by an entity with a
female CEO or president.

* Just 8 percent of all full-power commercial broadcast radio stations are owned by an entity with
a CEO or president who is a racial or ethnic minority.

o Less than 1 percent of stations not owned by people of color are controlled by an entity
with a minority CEO or president.

However, minority-owned stations are significantly more likely to be run by a female CEO or president
than non-minority-owned stations, and female-owned stations are significantly more likely to be run
by a minority CEO or president than non-female-owned stations. And both female-owned and
minority-owned stations are significantly more likely to employ a woman as general manager.
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Female and Minority Owners Control Fewer Stations per Owner

Female and minority owners are more likely to own fewer stations per owner than their white male
and corporate counterparts. They are also more likely to own just a single station.

* Ofall the unique minority owners, 67.8 percent own just a single station. However, only 49.6
percent of the unique non-minority owners are single-station owners.

* (0.8 percent of the unique female owners are single-station owners, versus just 50.4 percent of
the unique non-female station owners,

*  Only 244 percent of the unique minority station owners are group owners - owning stations
in multiple markets, or more than three stations in a single market -- compared to 29.5 percent
of non-minority owners.

= Just 16.9 percent of female owners are group owners, versus 30.4 percent of non-female
OWners.

* Overall, racial and ethnic minorities own 2.6 stations per unique owner compared to 3.9
stations owned per unique white, non-Hispanic owner.

=  Women own 2.1 stations per unique owner compared to 4.1 stations owned per unique male
owner.

Female- and minority-owned stations differ from non-female- and non-minority-owned stations in
other ways as well. For example, women and people of color are more likely to own less valuable AM
stations and their stations are more likely to be found in larger, more populated markets.

Female- and Minority-Owned Stations Are More Local, More Often

Localism is supposed to be one of the FCC's key considerations in crafting media ownership
regulations. Local owners, in theory, are more connected to the communities they serve and thus in a
better position to respond to public needs than absentee owners who reside hundreds or thousands of
miles away.

Our study found that female owners are significantly more likely to be local station owners.

*  064.4 percent of all female-owned stations are locally owned, versus just 41.6 percent of non-
female-owned stations.

For minority-owned stations, the relationship is somewhat more complex because the minority
population is more concentrated in certain areas. Minority-owned stations are more likely to be locally
owned than non-minority-owned stations in larger markets, which have bigger minority populations.

* Among all radio stations, 43 percent of minority-owned stations are locally owned, the same
level as non-minority-owned stations.

¢ Butin Arbitron radio markets (where four out of every five minority-owned stations are
located, and which have significantly higher minority populations), 38.3 percent of
minority-owned stations are locally owned, versus 29.4 percent of non-minority-owned
stations.

Off The Dial: Female and Minority Radio Station Ownership in the United States June 2007 6



o In unrated markets (which have significantly lower minority populations), 56 percent
of minority-owned stations are locally owned, compared to 62.9 percent of non-
minority-owned stations.

Female- and Minority-Owned Stations Thrive in Less-Concentrated Markets

Qur analysis suggests that both female- and minority-owned stations thrive in markets that are less
concentrated. Markets with female and minority owners have fewer stations per owner on average
than markets without them.

* The level of market concentration is significantly lower in markets with female and minority
owners,

* The probability that a particular station will be female- or minority-owned is significantly lower
in more concentrated markets.

* The probability that a particular market will contain a female- or minority-owned station is
significantly lower in more concentrated markets.

* Female- and minority-owned stations are more likely to be found in each other’'s markets.

Allowing further industry consolidation will unquestionably diminish the number of female- and
minority-owned stations. The FCC should seriously consider these consequences before enacting any
policies that could further concentration.

Female and Minority Ownership Is Low, Even When They're in the Majority

The study shows that women and people of color everywhere - regardless of their proportion of the
population in a given market - have very few owners representing them on the radio dial.

* The average radio market has 16 white male-owned stations for every one female-owned and
every two minority-owned stations.

Minority-owned stations are far more likely to be found in markets with higher minority populations.
But even in these markets, the level of minority ownership is still low.

* Minority-owned stations are found in about half of all Arbitron radio markets.

* In 288 of the 298 U.S. Arbitron radio markets, the percentage of minorities living in the
market is greater than the percentage of radio stations owned by minorities.

* 23 of the 298 U.S. Arbitron radio markets have "majority-minority" populations. But in these
markets, too, the percentage of radio stations owned by people of color is far below the
percentage of minority population.

¢ In two of these "majority-minority" markets (Stockton, Calif. and Las Cruces, N.M.),
people of color own no stations.

*  Minorities own more than one-third of a market’s stations in just seven of the nation's 298
radio markets. Minorities own more 25 percent of a market’s stations in just 24 of the nation’s
298 radio markets.
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Despite making up half the population in every market, the level of female-station ownership is still
extremely low across the board.

= Female-owned stations are found in about 40 percent of all Arbitron radio markets.

* The Stamford-Norwalk, Conn. market is the only market in the United States where women
own more than half of the stations.

* Women own more than one-third of a market’s stations in just six of the nation’s 298 radio
markets. Women own more than 25 percent of a markets stations in just 18 of the nation's
298 radio markets.

Format Diversity, Market Revenue and Audience Share

Minority owners are more likely to air formats that appeal to minority audiences, even though other
formats are more lucrative. Choosing these different formats has a practical impact on the market
status of minority-owned stations, as measured by audience ratings and share of market revenues.

* Among the 20 general station format categories, minority-owned stations were significantly
more likely to air “Spanish,” “religion,” “urban,” and “ethnic” formats. The Spanish and
religion formats alone account for nearly half of all minority-owned stations.

* Primarily because the Spanish, religion and ethnic formats attract smaller segments of the
market, the average audience ratings share and share of market revenue held by minority-
owned stations is significantly lower than the ratings and revenue shares of non-minority-
owned stations.

Ownership and Programming Diversity: A Case Study of Talk Radio

Though the focus of this study was on structural ownership, recent controversy surrounding remarks
by two prominent talk radio hosts —Rush Limbaugh and Don Imus — spurred an examination talk
radio programming on minority- and female-owned stations. We found:

* No minority-owned stations aired “Imus in the Morning” at the time of its cancellation.

* All minority-owned stations and minority-owned talk and news format stations were
significantly less likely to air “The Rush Limbaugh Show," as were female-owned stations.

= Having a minority- or female-owned station in a market was significantly correlated with a
market airing both conservative and progressive programming.

*  Overall, markets that aired both progressive and conservative hosts were significantly less
concentrated that markets that aired just one type of program ming.

These results suggest that diversity in ownership leads to diversity in programming content. This result
may seem obvious. But policymakers may have forgotten the reason behind ownership rules and
limits on consolidation: Increasing diversity and localism in ownership will produce more diverse
speech, more choice for listeners, and more owners who are responsive to their local communities.
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Bottom Line: Consolidation Keeps Women and Minorities Off the Dial

The results of this study — like Out of the Picture — indicate a perilous state of under-representation of
women and minorities in the ownership of broadcast media. The results also point to massive
consolidation and market concentration as one of the key structural factors keeping women and
minorities from accessing the public airwaves.

Before the FCC moves to further increase local market concentration by abandoning longstanding
ownership rules, it should carefully consider the potential harms this shift in policy will bring to the
underrepresented communities of this country. It is not sound policymaking to assert that diversity,
localism and female/minority ownership are important goals, then to ignore the effects that rule
changes would have on those goals.

In the short term, Congress should act to expand the low-power FM radio service and order the FCC
to make available thousands of new licenses. The interference problems cited to curtail community
radio in the past have been disproved, and opening these slots on the dial would undoubtedly help
promote minority ownership. This is not a long-term fix, but it is certainly a step in the right direction.

Even if Congress or the FCC were to enact other measures aimed at increasing female and minority
participation in full-power broadcast ownership - from tax credits to digital channel leasing -- these
efforts will likely be futile in an atmosphere of increased consolidation. The best way to ensure a
diversity of owners on the public airwaves is to roll back media consolidation.
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Introduction

In 2003, the Federal Communications Commission approved a series of sweeping policy changes that
promised to completely alter the mass media marketplace.” But when formulating the rules, the FCC
— then under the leadership of Chairman Michael Powell — acted with little regard for public input
or reasoned social-scientific policy analysis. Consequently, Powell's rule changes were met with an
unprecjedented public outcry and congressional backlash®, before ultimately being overturned by the
courts.

Three years later, the FCC is poised to once again force rule changes upon an unwilling public.
However, the public outcry in 2003 and the court’s rejection of the 2003 rule changes have forced the
current chairman, Kevin Martin, to act more cautiously this time around. In July 2006, the FCC issued
a Further Notice of Proposed Rulemaking, soliciting public comment on the issues raised on remand by
the Third U.S. Circuit Court of Appeals in its Prometheus v. FCC decision.” As a part of this review,
Chairman Martin has promised to hold six hearings across the country to seek public input into the
rulemaking process and commissioned a series of still unfinished studies on the issue.”

A key issue before the Commission is how the rule changes will impact female and minority
ownership of broad cast radio and television outlets. This report provides the first complete and accurate
assessment and analysis of female and minority full-power commercial broadcast television ownership.
The purpose of this study is to provide the public, Congress and the FCC with a complete
understanding of the state of minority and female radio ownership, as well as the potential effects of
proposed rule changes on female and minority ownership.

Because this study represents the first ever complete assessment of all licensed commercial radio
stations, these results should not be compared with previous reports on minority ownership. No
conclusions about changes over time can be drawn from this report. Previous studies by National
Telecommunications and Information Administration (NTIA) and the ownership summaries
produced by the FCC were structured in a way that led to the exclusion of significant amounts of
minority owners (and female owners, in the case of the FCC). Likewise, academic and other studies
based on this flawed data are incomplete or inaccurate.

' Reportand Order and Notice of Proposed Rulemaking in the Matter of 2002 Biennial Regulatory Review - Review of the Commission’s Broadcast
Ownership Rules and Other Rules Adopted Pursuant to Section 202 of the Telecommunications Act of 1996; Cross-Ownership of Broadcast Stations and
Newspapers; Rules and Policies Conceming Multiple Ownership of Radio Broadcast Stations in Local Marke ts; Definition of Radio Markets; Definition of
Radio Markets for Areas Not Located in an Arbitron Survey, MB Docket Nos. 02-277. 01-235, 01-317, 00-244, 03-130, FCC 03-127 (2003). Herein
referred to as 2003 Order."

* Ben Scott, “The Politics and Policy of Media Ownership,” American University Law Review, Vol. 53, 3, February 2004.

* Prometheus Radio Project, etal. v. F.C.C, 373 F3d 372 (2004) (herein referred to as “Prometheus”), stay modified onrehearing, No. 03-3388 (3d Cir.
Sept. 3, 2004), cert. denied, 73 USL.W. 3466 (U.5. June 13, 2005).

! Further Notice of Proposed Rulemaking, in the Matter of 2006 Quadrennial Regulatory Review — Review of the Commission’s Broadcast Ownership
Rules and Other Rules Adopted Pursuant to Section 202 of the Telecommunications Act of 1996; 2002 Biennial Requlatory Review - Review ofthe
Commission’s Broadcast Owne rship Rules and Other Rules Adopted Pursuant to Section 202 of the Telecommunications Act of 1996; Cross-Ownership of
Broadeast Stations and Newspapers; Rules and Policies Conceming Multiple Ownership of Radio Broadcast Stations in Local Markets; Definition of Radio
Markets, MB Docket Nos. 06-121;02-277 ; 01-235; 01-317; 00-244, FCC-06-93 (2006); Herein referred to as “Further Notice.”

* Hearings have been held in Los Angeles, Nashville, Harrisburg, Pa.; and Tampa Fla. See http./www.stopbigmedia.com/=hearings for
information about these hearings, induding detalled ownership summaries for these markets.
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Minority and Female Radio Ownership: A Sorry History

Historically, women and racial and ethnic minorities have been under-represented in broadcast
ownership due to a host of factors - including the fact that some of these licenses were originally
awarded decades ago when the nation lived under segregation. The FCC, beginning with its 1978
Statement of Policy on Minority Ownership of Broadcasting Facilities, repeatedly has pledged to remedy
this sorry history.*

Congress also has recognized the poor state of female and minority ownership. The
Telecommunications Act of 1996 (“The Act”) contains specific language aimed at increasing female
and minority ownership of broadcast licenses and other important communications media.” The Act
requires the FCC to eliminate “market entry barriers for entrepreneurs and other small businesses”
and to do so by “favoring diversity of media voices.”® The Act also directs the Commission when
awarding licenses to avoid “excessive concentration of licenses” by “disseminating licenses among a
wide variety of applicants, including small businesses, rural telephone companies, and businesses
owned by members of minority groups and women.”’

The FCC initially appeared to take this mandate seriously. In 1997, the Commission completed a
proceeding, as required by the Act, which identified barriers to entry for small businesses (and has
been interpreted to include minority- and female-owned entities) and set forth the agency’s plan for
eliminating these barriers.'” Unfortunately, subsequent triennial reports have lacked substance. "’

In 1998, the Commission further demonstrated its seriousness by taking a crucial first step to
determine the actual state of female and minority ownership of broadcast radio and television stations.
That year, the FCC began requiring all licensees of full-power commercial stations to report the gender
and race/ethnicity of all owners with an attributable interest in the license.'” In the Form 323 Report
and Order, the Commission stated:

Our revised Annual Ownership Report form will provide us with annual information on the
state and progress of minority and female ownership and enable both Congress and the
Commission to assess the need for, and success of, programs to foster opportunities for
minorities and females to own broadcast facilities.

Other than this monitoring effort, the FCC has done very little to promote female and minority
broadcast ownership (and the follow-up on this monitoring has been abysmal). In its 1999 Order that
allowed television duopolies, the Commission paid lip-service to concerns about the policy change’s

¢ Statement of Policy on Minority Ownership of Broadcasting Facilities, 68 FCC 2d, 979, 980 n. 8 (1978).

747 USC.§257, §309())

¥ Section 257 is contained within Title Il of the Communications Act and thus does not directly encompass broadcast services. However, the
Commission has interpreted some aspects of the language of §257 to apply to broadcast licensing. In 1998, the Commission stated: “While
telecommunications and information services are not defined by the 1996 Act to encompass broadcasting, Section 257(b) directs the
Commission to 'promote the policies and purposes of this Act favoring diversity of media voices' in carrying out its responsibilities under Section
257 and, inits Policy Statement implementing Section 257, the Commission discussed market entry barriers inthe mass media services.” See FCC
98-281, Report and Order: inthe Matter of 1998 Biennial Regulatory Review -- Streamlining of Mass Media Applications Rules, and Processes — Policies
and Rules Regarding Minority and Female Ownership of Mass Media Facilities, MM Docket No. 98-43, November 25, 1998, herein after referred to as
the Form 323 Report and Order.

° 47 U.S.C.§309()

19 41 the Matter of Section 257 Proceeding to Identify and Eliminate Market Entry Barriers for Small Businesses,” Report, GN Docket No. 96-113,12
FCC Red 16802 (1997).

" In his dissenting statement on the 2004 Section 257 report, Commissioner Michael Copps described the report as a “a slapdash cataloging of
miscellaneous Commission actions over the past three years that fails to comply with the requirements of Section 257."

" 47 C.FR.73.3615

" Report and Order, In the Matter of 1998 Biennial Regulatory Review Streamlining of Mass Media Applications, Rules, and Processes Policies and Rules
Regarding Minority and Female Ownership of Mass Media Facilities, MM Docket Nos. 98-43; 94-149, FCC 98-281 (1998).
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effect on minority and female ownership, but siill went forward with rule changes that allowed
increased market concentration.' In 2004, the Commission sought input into how it could better
implement Section 257 of the Act. But this proceeding rern':ms :)pen, and the current chairman has
shown no signs of interest in completing this important matter.'

In the 2003 Order implementing Powell's rule changes, the FCC assured the public that ownership
diversity was a key policy goal underlying its approach to ownership regulation.'® However, the Third
Circuit found otherwise, stating that “repealing its only regulatory provision that promoted minority
television station ownership without considering the repeal's effect on minority ownership is also
inconsistent with the Commission's obligation to make the broadcast spectrum available to all people
‘without discrimination on the basis of race.” "'

The FCC Shows No Concern for Tracking Minority and Female Ownership

Before considering the potential effects of policy changes on female and minority ownership, we must
first know the current state of ownership and evaluate the effects of previous policy changes. No one
should be in a better position to answer these questions than the FCC itsell. The Commission
possesses gender and race/ethnicity information on every single broadcast entity and knows exactly
when licenses changed hands.

However, the FCC has no accurate picture of the current state of female and minority ownership, and
shows no sign of taking the matter seriously. Though the Commission has gathered gender and
race/ethnicity data for the past seven years, it has shown little interest in the responsible dissemination
of the information contained within the Form 323 filings.

This lack of interest or concern is made evident by the FCC's own Form 323 summary reports. Station
owners began reporting gender/race/ethnicity information in 1999, and the FCC released its first
"summary report” in January 2003 (for reporting in 2001)."" A second summary followed in 2004 (for
reporting in 2003)." The most recent report was issued in June 2006 (for the 2004-2005 period).*
However, calling these publications “summary reports” is somewhat misleading, as they are merely a
listing of each minority- or female-owned station's Form 323 response and not aggregated in any
manner. No information on the stations not owned by women or minorities is given.

" Report and Order, In the Matter of Review of the Commission's Regulations Governing Television Broadcasting Television Satellite Stations Review of
Policy and Rules, MM Docket Nos. 87-8. 91-221, FCC 99-209 (1999).
"* MB Docket No. 04-228, “Media Bureau Seeks Comment on Ways to Further Section 257 Mandate and to Build on Earlier Studies” DA 04-1690,
June 15, 2004.
" See 2003 Order, "Encouraging minority and female ownership historically has been animportant Commission objective, and we reaffirm that
goal here.”
" See Prometheus, note 58.
" Though this data summary is not directly displayed on the FCC's ownership data page (http://www foc goviownership/data html), it can be
downloaded at http: f'www.fec.gov/ownership/ownminor.pdf and http://www.fecc.goviownership/ownfemal. pdf

" Though this data summary is not directly displayed on the FCC's ownership data page (http./www .fec.gov/ownership/data. html), it can be
downloaded at http://www.fcc.gov/ownershipfowner minor 2003.pdf and http.//www.foc. goviownership/owner female 2003.pdf
* http:/fwww fec. goviownership/owner minor 2004-2005.pdf and http//www.fec.gov/ownership/owner female 2004-2005 pdf
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Closer examination of these summary reports reveals significant problems. For starters, on the FCC
Web site where the most recent summary files are provided for download, there is a paragraph that
explains the purpose of the data and provides a brief summary of the tally.”' This Web site lists the total
number of stations that filed Form 323 or Form 323-E in the 2004-2005 calendar year, and then lists
the total number of stations that the FCC determined are owned by women or people of color. All
commercial stations are required to report the race/ethnicity and gender of station owners on Form
323. Form 323-E requires all non-commercial educational stations to report the identity of station
owners, but does not require the disclosure of the race/ethnicity or gender information.

However, since stations that file Form 323-E don’t report gender or racefethnicity information, it is
perplexing why the FCC Web site reports the total number of stations that filed either form. This
ambiguous reporting has led to some observers using these summaries to erroneously report the wrong
percentage of stations owned. 2

Other problems exist in these summaries. Some station owners listed in the 2003 summary are
missing from the 2004 report but reappear in the 2006 summary, despite the fact that ownership had
not changed during the interim period. Certain stations have ownership interests that add up to more
than 100 percent. In some instances, the type of station facility (AM, FM or TV) is not specified.

But the most alarming problems are ones of omission. Not a single station owned by Radio One is
listed by the FCC, even though the company is the largest minority-owned radio broadcaster in the
United States. Stations owned by Granite Broadcasting, the largest minority-owned television
broadcaster, are also missing from the summary reports. However, examination of the individual Form
323 filings for these stations shows that they are indeed minority-owned. Why aren't they in the FCC's
summary?

The answer likely lies in how the larger-group stations report ownership information, and how the
FCC harvests the information for their summary reports. Most of the licenses of those stations missed
by the FCC are “owned” by intermediate entities, which are — in some cases — many degrees separated
from the “actual” owner. Some stations file more than 20 separate Form 323 forms (one for each
holding entity), with the true owners listed on only one form. And in many cases, the actual
ownership information is attached as an exhibit and not listed on the actual form. Thus the FCC,
which tabulates the information for its summaries by harvesting these electronic forms via an
automated process, misses stations that file in this convoluted and confusing manner.

The Commission’s lack of understanding of its own Form 323 data became even more apparent when
the Media Bureau released previously unpublished internal studies that attempted to ascertain the true
state of female and minority broadcast ownership** A draft dated November 14, 2005, reports that
there were, as of 2003, 60 television stations and 692 radio stations owned by women; and 15
television stations and 335 radio stations owned by minorities.” However, Out of the Picture showed
that by the fall of 2006 there were 44 minority-owned stations, and this was not the result of a massive

k]

* For example, Howard University Professor Carolyn M. Byerly inan October 2006 report writes: “FCC data indicate that in 2005, women owned
only 3.4% and minorities owned only 3.6% of the 12,844 stations filing reports.” This report was based onthe flawed FCC summaries of Form 323
data (see "Questioning Media Access: Analysis of FCC'Women and Minority Ownership Data,” Benton Foundation and Social Science Research
Council, October 2006). Also, in his book Fighting For Air, New York University Professor Eric Klinenberg writes that “by 2005, the FCCreported
that anly 3.6 percent of all broadcast radio and television stations were minority-owned, while a mere 3.4 percent were owned by women” (page
28). These are the exact but inaccurate percentages obtained from the information onthe FCC 323 summary Web site. They were calculated by
dividing the number of reported stations by the total number of stations that filed Form 323 or Form 323-E (438/12,844 = 3.4 percent women-
owned; 460/12,844 = 3.6 percent minority-owned).

* See http/www .foo gov/ow nership/additional. htm| for documents released in December of 2006.

* httpe/fwww foc goviownership/materials/newly-released/minarityfemale0l 1405.pdf
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increase in minority ownership. Indeed, the same FCC draft report indicated just a single African-
American-owned television station in the 2003 sample period. However, a review of Granite
Broadcasting’s (an African-American-owned company) Form 323 filing in 2003 showed that they
alone held nine full-power television station licenses.”” This internal summary is deeply troubling in its
inaccuracy and raises questions about the data analysis ability of Commission staff, and the
commitment of the Commission to accurately monitor female and minority ownership.

This obvious lack of concern is truly troubling given the Commission's legal obligation to foster
improved female and minority broadcast ownership. The FCC has both the raw data and the resources
to adequately address the issues raised by the Third Circuit regarding minority ownership but chooses
instead to ignore this issue and rely on public commenters to do its job,

We hope that recent comments by all five FCC Commissioners indicate that the Commission now
recognizes the importance of addressing this issue, As Chairman Martin recently said, “To ensure that
the American people have the benefit of a competitive and diverse media marketplace, we need o
create more opportunities for different, new and independent voices to be heard.””"

* Furthermore, FCC data also indicates that during the timeframe of the FCC analysis, there were at least three more African-American-owned
stations (WJYS, KNIN-TV and KWCV), bringing the number of African-American-owned stations to 12. The FCC document reported two American
Indian-owned stations; but at the time of this draft study, FCC records indicate at least four American Indian-owned stations (KHCV, KOTV, KWTV,
and WNYB). The FCC document reported four Asian-owned stations; but at the time of this draft study, FCC records indicate at least seven Asian-
owned stations (KBFD, WMBC, KBEO, KWKB, KCFG, KEJB and KKJB).

* “Remarks of FCC Chairman Kevin J. Martin, 2007 AWRT Annual Leadership Summit Business Conference, March 9, 2007, Available at
http:/‘hraunfoss.fecc.goviedocs public/attachmatch/DOC-271371 A1.pdf. At the same event, Commissioner Robert McDowell stated that the data
on female and minority ownership was "extremely troubling” to him, and that he wanted to find out "why that number is lower than in other
industries.” See http://www.broadcastingcable.com/article /CA6423119.htmi Mtitle=Articlefspacedesc=news.
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Methodology

The universe of licensed full-power commercial radio stations and owners was determined using BIA
Media Access Pro and the FCC's CDBS Public Access Database.”” BIA Media Access Pro data reflects
ownership status as of February 14, 2007 and includes station sale deals that were announced as of that
date. FCC Form 323 ownership filings were then reviewed, with ownership information assigned
using the most recent filings.”® In some cases where deals had been announced but not
consummated, FCC Form 315 filings were reviewed to determine the distribution of voting interest,
which in many cases could then be cross-referenced with Form 323 filings to determine the gender
and race or ethnicity of owners. “Ownership” was defined as the gender or race of owners with voting
interest that exceeded 50 percent alone or in the aggregate. If no single gender or race met these
criteria, then stations were assigned “no controlling interest status,” This status most often was assigned
to publicly traded corporations where listed entities did not form a majority of the voting interest. The
“no controlling interest” status for gender was also conferred upon entities where a man and a woman
each controlled 50 percent of the voting interest. For each station-owning entity, the gender and
race/ethnicity of the CEO, president or managing member was noted using Form 323 filings.

A significant number of stations are not required to file Form 323 because they are owned by sole
proprietorships. Where possible, ownership information for these stations was assigned using publicly
available information. In total, there were 279 stations where race and ethnicity remained unknown,
and 168 stations where gender remained unknown. To more accurately estimate the true level of
minority and female ownership, a stratification of the distribution of ownership by number of stations
owned was performed. Based on these distributions, the true level of ownership was estimated for the
unknown stations.

For stations that were located within an Arbitron-rated radio market, a station was considered locally
owned if the owning entity’s main contact address (as listed in BIA Media Access Pro) was within the
same Arbitron market. For stations that were not in rated markets, a station was considered locally
owned if the owner’s main contact address was within the same Arbitron Total Survey Area (TSA) as
the station®” or if a station’s main contact address was within two counties adjacent to the station’s
county of license.

Demographic data in BIA Media Access Pro was augmented with Census data to determine the total
minority population in each market.* Information about the gender of station general managers was
determined using names in BIA Media Access Pro and other print information. Affiliate information
for radio talk show hosts was gathered from program Web sites on May 89, 2007 and not
independently verified.

Statistical analysis methods such as t-tests, OLS, Probit maximum likelihood models, and Heckmen
maximum likelihood selection probability models were used to examine the statistical significance of
station and market-level ownership and station and market-level demographics, as well as differences
in ownership concentration and the airing of talk show programming. Significance levels are
highlighted in each figure where appropriate, and Appendix B details the more complex modeling.

77 Stations listed by the FCC as “licensed” were the only stations included in the data set. Stations that had “construction permit-off-air,” “licensed
and silent,” or “licensed cancelled” status were excluded from the analysis. Also, stations not listed by BIA as noncommercial but which filed Form
323-E (ownership forms for non-commercial educational stations) were excluded from the data set. Stations in the Puerto Rico Arbitron radio
market were notincluded in the analysis.

2 |n most cases, the most recentfilings were from 2005-2007.

2 As defined by Arbitron’s spring 2007 survey.

* BIA does not tabulate non-white Hispanic percentages; nor do they tabulate informationfor Native Hawaiian/Pacific Islanders or American
Indian/Alaska Natives.
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The State of Female and Minority Radio Ownership
in the United States

As of February 2007, there were 10,506 licensed full-power commercial radio stations in the United
States. Women own 609 stations, leaving 168 stations where the gender of the owner(s) could not be
determined. After accounting for these unknown gender stations, we estimated that women own 629
stations, or 5.99 percent of all stations.

We determined that 776 of the 10,506 stations are minority-owned. After accounting for the 279
stations where the race/ethnicity of the owner could not be determined, we estimated that minorities
own 812 stations, or 7.76 percent of all stations.

We estimated that of these stations, 362 have black or African-American owners, accounting for 3.45
percent of all stations. Hispanic or Latino owners controlled an estimated 305 stations, or 2.90 percent
of the total, Asian owners control an estimated 92 stations, or 0.88 percent. American Indian or Alaska
Native owners control an estimated 32 stations, or 0.30 percent. There is one Native Hawaiian or
Pacific Islander owner who controls 21 stations®, or 0.20 percent of all licensed full-power
commercial U.S. radio stations (see Figure 1).

Figure 1: Full-Power Commercial Radio Station Ownership
By Gender and Race/Ethnicity

Percent of All Fstimated Actual
Number | = creent of/ Percent of All
Commercial A
Category Owner of Full-Power Commercial Full-
Stations Radio Stations inef Radio
Stations®
Female 609 5.80 5.99
Male
Gender ) 8,533 8$1.24 82.44

No Controlling Interest 1,196 11.37| 11.57
Unknown 168 1.59
Amer.Indian/AK Native 30 0.29 0.30
Asian 90 0.86 0.88]
Black or African American| 346 3.29 3.45
Hispanic or Latino 289 2.75 2.90

Race/Ethnicity | Nat.Hawaiian/Pac.Isl. 21 0.20 0.20
All Minority 776 7.39 7.73
Non-Hispanic White 8,921 84.92 87.21
No Controlling Interest 530 5.04 5.06
Unknown 279 2.65
Total 10,500

Sowrce: FCC Form 323 filings; ree Press Research
* Estimates are based on known oumers and estimates of the ownership of stations where
ownership gender andfor race could not be determined

By comparison, non-Hispanic white owners control an estimated 9,162 stations, or 87.21 percent of
the total stations. The remaining stations are owned by entities with no single race/ethnicity
accounting for more than 50 percent of the voting interest. In most cases, the stations designated as
having “no controlling interest” are owned by large publicly traded corporations such as Cumulus
Broadcasting, whose voting stock is disbursed among a wide population of shareholders.

" RoyE. Henderson
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An estimated 1,216 stations are owned by entities where no single gender accounts for more than 50
percent of the voting interest. In over half of the siations with “no controlling interest” gender status,
the stations are owned by an entity that consists of 2 man and a woman (usually husband and wife),
with each having 50 percent of the voting interest.

Radio Station Ownership Doesn't Reflect General
Population, Lags Behind Other Economic Sectors

Women make up half of the U.S. population, yet own approximately one-twentieth of full-power
commercial radio stadons. Minorites accaunt for nearly 33 percent of the U.S. population but own
less than 8 percent of the radio stations (see Figure 2).

Figure 2: U.S. Racial/Ethnic Composition
and Ownership of Full-Power Commaercial Radio Stations

Racial/ethnic composition Ownership of Full-Power
of United States Commercial Radio Stations
{Zl".'ﬂ.'i] {2007)
> : : Black or
American lediang Astan Aiican Kamricn

Alaska xative 0.
i 0% Astan American lndiag;
4,4%, Alaska Native
Black or 0.9%
T, African Amencan
S 11E%

35%
[l!i.\palm ur Latine
29

Iispanic or Latino
14.4%

Non-Minonty
Non-Hispanic White 92.3%

6. 4%

Saurce: FCC Form 373 jilings; U.S Census Bureaw; Free Press Kesearch

Given the lang history of prejudice and economic discrimination against women and mingrites, it is
not tao surprising that broadeast ownership doesn't reflect these groups’ respective proponions af the
general populadon. However, the level of female and minority broadcast radio ownership is also very
low when compared 10 other sectors of the economy and even the informaton seclor as a whole. In
industries like transportation and health care, female and minority ownership is same four o eight
times higher than in the broadcast radio industry (see Figure 3).%

12 2005 U.5. Census Bureau Econamic Census, data collected in 2002.
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Figure 3: Female and Minority Business Ownership

By Sector

10

Hadio Stations Secton

O PP AE Utk Trms

B Percentage of Businesses Owned by Women

50 | M Percentage of Dusinesses Owned by Minorities

Finance & Infor-

3

513
47
285
15.7
Health  Education
Care

Sotirce: FCC Form 3323 jilings; ULS, Census Bureau; Free Press Research

This disparity is even more telling when considering individual race and ethnic groups. In sectors such
as transportation and health care, all minority groups own businesses at or near their proportion of the
general population. But in the radio broadcast sector, the two largest groups — African-Americans and

Latinos

barely own 3 percent of stations (see Figure 4).

Figure 4: Minority Business Ownership
By Race/Ethnicity and Sector

1“4
B American Indlon/Alaska Native 129

12 Wsian
[ Black or African Amencan

2.2

m1
10| [l Hispank o Latine
13
68
N 53

&

e

|
s
35 A8 o as 2
14 " i
2.7
0,9 1.2
09 L3 £
‘ Al 0.8
18 ] . . 0.5

g Cammercial Al Uulien Trane  Finance &
Faadion Staations Secliny puttativo listeaiee  aativn are
Percentage of Rusinesses Owned

nfve Mealith  Fducation

Source: FOC Form 323 jilings; U.S. Census Bureaw; Free Press Rescarch
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Notably, the level of female and minority broadcast radio ownership is not very different from
respective levels of ownership of broadcast television stations. Out of the Picture found that women own
approximately 5 percent of commercial TV stations, while people of color control about 3 percent.*
Given that radio outlets are generally much less expensive to own, the relatively low level of radio
ownership by women and people of color indicates there are more factors at play than just lack of
adequate access to capital and equity.

No Diversity at the Top of Station Management

Approximately 530 stations, or about 5 percent of all stations, are owned by an entity where no
controlling interest is held by a single race or ethnicity. These are often publicly traded corporations
where the voting interest is widely dispersed amongst shareholders, rendering assignment of
ownership ethnicity or race impossible.* However, the companies that own these stations suffer from
the same lack of diversity seen in other stations. Only seven of the 530 stations with “no controlling
interest” race/ethnicity status have a minority CEO or president (see Figure 5).

Figure 5: Stations with 'No Controlling Interest’' by Race/Ethnicity

Gender of CEO or President Percent of
No Controlling Total
Race/Ethnicity of CEO Female Male Interest for Total Stations | Percent
. Gender With No | of All
or President Contritinel Stations
# of Total #| # of Total #| # of Total #| # of Total # S B
Unique of Unigque of Unique of Unique of Jinterest for
Owners Stati Owners i Owners Stations| Owners Stations Race
American Indian/AK Native 0 0 1 1 0 0 1 1 0.2 0.0
Asian 1 2 0 0 0 0 1 2 0.4 0.0
Black or African American 0 0 1 1 0 0 1 1 0.2 0.0
Hispanic or Latino 0 0 2 3 0 0 2 3 0.6 0.0
No Controlling Interest for
ala 0 ] 0 0 1 1 1 1 0.2 0.0
|Race/Ethnicity ¢
‘White, Non-Hispanic 1 13 15 509 0 0 16 522 98.5 5.0
Total 2 15 19 514 1 1 22 530 100 5.0
All Minorities 1 2 4 5 0 0 5 7 1.3 0.1

|Percent of Total Stations
With No Controling 2.8 97.0 0.2 100
Interest for Race

Percent of All Stations 0.1 4.9 0.0 5.0

Source: FCC Form 323 filings; I'ree Press Research

¥ 5. Derek Turner and Mark N. Coaper, Out of the Picture: Minority and and Female TV Station Ownershipin the United StatesFree Press, October
2006.

* Form 323 only requires disclosure of persons who control 5 percent or more of the voting interest in a particular station. For the “no controlling
interest” race/ethnicity stations, the level of reported voting interest is often well below 50 percent.
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There were 1,196 stations with “no controlling interest” by gender, or 11.37 percent of all stations. As
indicated above, more than half of these stations are owned by husband-wife entities, where
ownership interest is shared equally. However, the male owners lead the overwhelming majority of
these arrangements. In total — of the 1,196 stations assigned the status of “no controlling interest” for
gender -- only 55 have a female CEO or president (see Figure 6).

Figure 6: Stations with “No Controlling Interest” by Gender

Gender of CEO or President Tercent of
No Controlling Unknown To‘ml
Race/Ethnicity of CEO Female Male Interest for Total Stations | Percent
ey it Gender With No | efAll
or President ‘ontroling| Stations
#of Total#| #of Total#| #of Total#| #of Total#| #of Tomlal oo
Unique of Unique of Unigque of Unigue of Unigue of rest fox
Owners Stati Owners Owners b Owners I Owners Stations] Gender
American Indian/AK Native 0 (i} 1 1 0 0 0 i} 1 1 0.1 0.0
Asian 1 2 2 3 L] 0 (1] 1] 3 5 0.4 0.0
Black or African American 0 0 7 11 1 5 0 V] 8 16 1.3 0.2
Hispanic or Latino 1 1 11 18 2 2 0 0 14 21 1.8 0.2
No Controlling Interest [
SR DLIBTLN 0 0 0 2 i 0 0 2 11 0.9 0.1
Race/Ethnicity
Unknown Race/Ethnicity 1 1 2 2 1 1 3 E] 7 7 0.6 0.1
White, Non-Hispanic 23 51 239 1031 29 52 1 1 292 1135 95.0 10.8
Total 26 55 262 1066 35 71 4 4 327 1196 100 1.4

Percent of Total Stations
With No Controling 4.6 89.2 5.9 0.3 100

Interest for Gender

Percent of All Stations 0.3 10.1 0.7 0.0 11.4

Source: FCC Form 323 filings; Free Press Research

This lack of diversity at the top is also seen among the stations where ownership gender and
race/ethnicity could be determined. Just 4.7 percent of all full-power commercial broadcast radio
stations are owned by an entity with a female CEO or president, while only 8 percent of stations are
owned by an entity with a CEO or president who is a racial or ethnic minority (see Figure 7).
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Figure 7: Whois at The Top?
Race/Ethnicity and Gender of Radio Station CEO/Presidents

Gender of CEO or President
No Controlling
Race/Ethnicity of Female Male MIfml for Unknown Total Peicental LTT::' ::"
CEO or President Ceider All Stations| {,wn:l
# of Total #| # of Total #| # of Total #| #of Total # # of Total # :
Unique of Unique of Unique of Unique of Unique of
Owners Stations|Owners Stations| Owners Stations| Owners Stations| Owners Stations|

[American mdian AR

! ang 0 0 14 32 0 0 0 0 14 32 0.3 05
Native
Asian 7 23 17 67 a ] 0 ] 24 a0 0.9 [IX.3
[Black or African American 14 16 117 327 1 L 0 0 132 348 3.3 4.6
Hispanic or Latino 21 23 103 323 4 4 1] 0 128 350 3.3 4.5
R 7 L
Native Hawaiian or Pacilic 0 0 1 21 o 0 0 0 | 21 0.2 0.0
lislander
[White, Non-Hispanic 222 419 2,064 8,903 29 52 1 1 2,316 9,375 59.2 81.4
No (nntmllu‘l'g'lnlwesl - i g 0 - 11 d " . 1 . -
for Race/Ethnicity
Unknown Race/Ethnicity 14 14 83 100 1 1 130 164 228 279 2.7 8.0
Toral 278 495 2399 9,773 37 73 131 165 2,845 10,506 100 100
All Minorities 42 62 252 770 5 9 0 0 299 841 8.0 10.5
PPercent of All Stations 4.7 93.0 0.7 1.6 100
F’cn:ern of All Unique 9.8 84.3 1.3 46 100
Owners

Source: FCC Form 323 filings; ree Press Research

There is also a troubling lack of CEQ diversity within the companies that are not female or minority
owned. Only 1 percent of the non-female-owned radio stations are owned by an entity with a female
CEO or president, while just 0.9 percent of the non-minority-owned radio stations are owned by an
entity with a minority CEO or president. By contrast, 34.5 percent of the female-owned stations had a
male CEO or president. Among minority-owned stations, the leadership largely reflected the
race/ethnicity of the owner, as was the case among non-minority-owned stations. Only 1.03 percent of
minority-owned stations had a white CEO or president.

We also found that while women own just 5.5 percent of the non-minority-owned stations, they own
9.3 percent of the nearly 800 minority-owned radio stations. And while minorities own just 7 percent
of the non-female-owned stations, they control almost 12 percent of the more than 600 female-owned
stations (see Figure 8).

Minority-owned stations are also significantly more likely to be run by a female CEO or president than
are stations not owned by people of color. Nearly 8 percent of minority-owned stations have a woman
at the top in the position of CEO, president or managing member, versus just 4.5 percent of the other
stations. Likewise, female-owned stations are significantly more likely to be run by a minority CEO or
president than stations not owned by women: 12 percent of female-owned stations have a minority
CEO or president, versus just 7.8 percent of other stations (see Figure 9).
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Figure 8: Female and Minority Radio Ownership:
Overlap in Ownership Categories

19 B Minorty-Owned Stations B Female-Owned Stations
B Non-Minoritv-Owned Stations O Non-Female-Owned Stations
12 118
0 ;
8
7.1
6
4
2
5 Percent of Stations with a Percent of Stations with a
Female Owner Minority Owner

Sovrce: FCC Form 323 jfilings; Frec Press Rescarch
* difference is statistically significant at p < 0.001

Figure 9: Female and Minority Radio Station CEO/Presidents:
Overlap in Ownership Categories

N B Minority Owned Stations B Female Owned Stations
B Non-Minoritv-Owned Stations o Non-Female-Owned Stations
120
1”n
10
8 78
(]
4
2
g |
Percent of Stations with a Percent of Stations with a
Female CEO or President Minority CEO or President
Sovrce: FCC Form 323 filings; Free Press Rescarch
* dijjerence is statistically significant at p < 0.001
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This apparent complementary nawre of female and minority ownership is also seen in the gender of
station’s general managers. Nearly 20 percent of the minority-owned stations have a female general
manager, versus 16.2 percent of the stations not owned by people of color. Not surprisingly, female-
awned stations were twice as likely as stations not owned by women to employ a female general
manager (see Tigure 10). These differences are important, as staion management may be a path to
station ownership.

Figure 10: Female General Station Managers
By Gender/Race Ethnicity

| Minority-Owned Stations ® Female Owned Stations
351 @ Non Minoriy-Owned Stations 0 Non lemale-Owned Statlons
36

30

23

20

156

15

i

3

- Percent of Statiom with a Pemnale General Manager

Saurce: FCC Form 323 filings; BIA Financial; Free Press Research
* dijjerence is statistically significant at p < 0.001; ** diJevence is statistically significant at p < 0.05
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Female and Minority Owners Control Fewer
Stations per Owner

White male and large carporae sadon aowners tend 0 own more sadons than their minority and
female counterparns. The average number of saatiions owned per unique white, non-Hispanic owner is
3.9, and male owners controlled an average of 4.1 stadons each. The average number of stations
awned pertmique owner is 2.6 for minorities and 2.1 for wamen (see Figure 11 and Tigure 12).

Figure 11: Ownership Concentration and Race/Ethnicity
Number of Stations Owned per Unique Owner

B Minonty Owners
W White, Non Hispanic Dwners

Average Number of Stations Meidian Number of Stations
Owned per Unique Orwner Owned per Unigue Owner

Source: FCC Form 373 [ilings; Free Press Research

Figure 12: Ownership Concentration and Gender
Number of Stations Owned per Unique Owner

4.1 B remale Owners
1 Z Male Owners
i
- z

2
| — i |
i .

Average Number of Stattons Median Number of Stati

Orwiiedt per Uinigue Ownes Orwned per Unigue Owner

Source: FCC Form 323 [ilings; Free Press Research
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While the average number of stations owned by a unique minority owner is 2.6, for Latinos it is even
lower (see Tigure 13). This reflects the fact that the largest latino owner (Rorder Media Partners)
contrals just 27 stations, campared ta 69 for the largest African-American owner (Radiao One), and 43
for the largest Asian owner (Muldcultural Radio Broadcasting Inc.). These numbers pale in
comparison to the largest non-minority owner, Clear Channel, which controlled nearly 1,100 stations
at the time of this study.

Figure 13: Ownership Concentration and Race/Ethnicity:
Number of Stations Owned per Unique Owner
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Figura 14: Single-Station Owners
By Gender/Race Ethnicity
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African-American and Latino owners drive the high level of minority single-station ownership. And
while the overall level of single-station ownership by minorities is high, it is even higher among
minority women. Nearly 91 percent of latino female station owners and 80 percent of African-
American female owners are single-station proprietars (see Tigure 15).

Figure 15: Ownership Concentration
Unique Owners Controlling Multiple Stations by Race/Ethnicity
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statuns in multiple markets or moze than three statons in a siogle muchet (see 1gqume 16).

Figure 16: Group Station Owners

By Gender/Race Ethnicity
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Female- and Minority-Owned Stations:
More Local, More Often

The FCC suates that localism is one of s key criteria as it reviews regulaions gaverning broadcast
media ownership. Since broadcasiing by its nawre is a local medium, increasing the amount of local
ownership should be a paramount policy goal. In theory, local owners should be more connected to
the communities they serve, and thus in a better position ta serve the public interest than owners who
reside hundreds or thausands of miles away.

To examine the relaionship between the gender and race/ethnicity of slation owners and the degree of
local ownership, we first constructed a definidon of “local ownership.” The definition is more
expansive than just the physical location of the license and the owners, reflecting the fact that most
radio sations serve areas that are larger than just a single city or county. We chose a marketr-based
definiion, deeming a stadon o be locally owned if the awner's physical headquarters were in the same
Arbitron radio market a siadon serves. For the 40 percent of siatdons not in an Arbitron market, we
defined siaions as locally owned if the owner's headquariers and the siaion were both in coundies in
the same Arbitron Tatal Survey Area® or were lacated within two counties adjacent to each other.

Using this definidon, we found that saaions owned by women are significandy more likely 10 be
locally owned. Among all stations, 64.4 percent of the female-owned siations are locally owned versus
41.6 percent of the non-female-owned stations. For the staions in Arbitron-rated markets, 48.7
percent of the female-owned stations are local, versus just 29.2 percent of the non-female-owned
stadons. Among the stations in unrated markets, a whapping 85.7 percent of female-owned stations
are locally owned, versus 61 percent of the statons nat awned by women (see Figure 17).

Figure 17: Local Station Ownership by Gender
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Source: FCU Fone 323 [ilings; BIA Financial; Free Press Kesearch
* difference is statistically signi/icant at p < 0.001

1 =

Each Arbitron radio market is made of up to two geographic areas that are each surveyed ta determine ratings infarmation. The “Metre Survey
Area" (Metro) includes the counties that actually make up the Arbitron market and is surveyed four times each year. The ‘Tetal Survey Area”
(TSA} incluces all of the counties in the Metro as well as cne or mare non-Metro caunties cantigucus to the Metro area. TSAs are surveyed twice a
year and, in general, are areas that are nat in the Arbitran market but where listeners may be zble ta hear the radio stations that serve the nearby
rated market.
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For minarity owners, the situation is more complex because the minority population is not evenly
distributed throughout all regions of the country. Among all stations, 42.5 percent of the minority-
owned stations are locally owned, essentially the same level observed among stations not owned by
minorities.

Ilowever, for the stations in Arbitron-rated markets, 38.3 percent of the minoritv-owned stations are
locally owned, versus just 29.4 percent of the non-minority-owned staions. But the simatdon is
reversed in the unraed markets, which have lower minority populations.®® Among the sations in
untated markers, the level of local awnership by minority owners is over 56 percent. But the local
ownership level of stations not owned by minorities is 62.9 percent (see Figure 18).

Figure 18; Local Station Ownership by Race/Ethnicity

| B Percent of Minarity-Owned
70 Stations that are Locally Owned {
B Percent of Non-Minotity-Owned 62.9

g0 Stations that are Locally Owned
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; Stations in Stations in
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Source: FCC Form 323 [ilings: BIA Financial; Free Press Research
* difference is statistically significant at p < 0.001; 1 difference is statistically significant at p < 0.10

Local ownership is also strongly associated with the numbers of stations controlled per owner. Not
surprisingly, local ownership is very high among single-station owners. Over 83 percent of single
stations are locally owned, versus just 36 percent of the stations owned by multple staation owners.?
Among the stations controlled by group owners (those with stations in multiple markets or three or
more stations in a single market), only 28 percent of their stations are locally owned, versus 85 percent
of the staions of non-group owners.**

¥ The zverage minarity populaticn in Arbitran markets is 26.6 percent. The average mincrity papulation in the counties of unrated market
stations is 18.5 percent.

" Difference is statistically significant at p < 0.0001.

¥ Difference is statistically significant at p < 2.0001.
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Female- and Minority-Owned Stations Thrive
In Less Concentrated Markets

Minority- and female-owned stations tend to be, on average, in the larger (by both number of stations
and population) Arbitron markets (see Figire 32 below). Given that the larger markets tend to be less
concentrated®, we expected to find minority- and female-owned stations are in less concentrated
markets than those without these stations. And this is indeed the case.

In the markets that contained at least ane minarity-owned statian, the average number of stations held
per unigtie owner was 2.3 3, far less than the ratio of 2,68 stations per uniguie owner observed in the
markets that had no minority owners. Similarly, in markets with female owners the average number
of stations per owner was 2.31, significantly lower than the 2.65 stations per owner in the markets
without female-owned stations (see Figure 19).

Figure 19: Market Concentration: Average Number of Stations per Unique Owner
By Gender/Race Ethnicity
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Sovrce: FCC Form 323 [ilings; Free Press Research
* difference is statistically significant at p < 0.001

¥ The number of staticns awned per unigue cwrer is positively correlated with market rank (1.e., as 2 market decreases in size, the concentration
of station cwnership tends to increase). This pairwise carrelation has a Pearsan's r of 0.23 at ap < 0.00Q1. This result is repeatec in the case of
market audience share HF (see belaw for definitian), where the r=0.55 at p < 0.0001; and in the case of market revenue HHI (see belaw for
definiticn), where the r=0.39 atp < 0.0001.

Off The Dial: I emale and Minority Radio Station Ownership in the United Stares Jure 2067 29



The Arbitron markets that had female and minority owners were also significantly less concentrated
than the markeis without these owners in terms of the concentration of market revenue and audience
share, as measured by the I1erfindahl-1 lirschman Index (11111).%°

The average audience share HHI in markets with minority owners was 1,675 — far below the value
seen in markets without minority owners, which stood at 2,135. A nearly identical result was observed
in the case of markets with female owners, where the audience share HHI was 1,688 - far below the
2,050 HHI seen in the markers without female-owned swations. This patern was repeated in the
examination of market revenue 11HIs, where the average market with a minority had an 11111 of
3,063, significantly less than the revenue HHI of 3,916 observed in the markets with no minority
owners. Finally, the revenue HHI for female owner markets was 3,107, far less than the 3,745 value
observed in markets that had no female owners present (see Figure 20),

Figure 20: Market Concentration: HHI's for Audience and Revenue Shares
By Gender/Race Ethnicity

B Markets with B Markets with
Minority-Ohwied Stations Female Owned Stations
as00| ® Markets without B Markets without
Nan-Minoriy Owned Stations Non-Female Owned Stations
316 :
A0 3745
3500
3063 2107
3000
2500 .
2133 2050
2000 |
Tad8
1500
1000
500
o
HI

HHI HHI H HHI
Audience Share  Revenue Share Audience Share  Revenue Share

Source: FCC Form 323 ilings: BIA Financial; Free Press Research
* dijjerence is statistically significant at p < 0.001

' The Herfindahl-Hirschman Index (HHI) is caleulated s

=Y 57 x10,000
rel
where
n = the number of frms
5 = the share of the ith firm.

Thus a market with 10 firms that had equal market shares (0.1 each) would have an HFl of 1,000. Ahigher HHl means a market is more
cancenrated. HHIs abgve 1,800 indicate amarket is “highly concentrated”. Market revenue share HHI calculations were based only on the
universe of commercig] stations. For market gudience share calculations, all commercial and non-commercial stations were included, Share is
reported by BIA (using Arbitron data) as the percent of all those listening tc the radic at a given time that are tured in to the particular staticn.
However, because audience dhare infarmation is not reported for nancammercial stations, these stations and the commerdal stations that had
na reported share were assigned an estimated value, calculated by summing the total reported shares. subtracting fram 10C, ane dividing the
remainder armang these stations.
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It could be argued these results are due to population differences at the market level, not the result of
lower concentration leading to higher levels of diverse ownership. This argument is only relevant in
the case of minority owners, as minorities tend to make up larger percentages of the population in the
higher-ranked Arbitron markets.*!

However, even if the size of the market and the level of minority population in the market are held
constant, markets with minority owners are significantly less concentrated than markets without
minority owners.*> And a similar examination of female ownership show that markets with a female-
owned station are also significantly less concentrated than markets without such stations.*

Another way of examining this issue is to look at the probability that an individual station will be
minority-owned, given the particular characteristics of each market or station. Under this analytical
frame, we still find that as a market becomes more concentrated, a station is significantly less likely to
be minority-owned — even when holding market and station characteristics constant.** A similar
examination of the probability of female station ownership also reveals a strong negative association
with market concentration, even after accounting for market- and station-level characteristics.**

These findings are extremely important, for they imply that minority and female owners thrive in
more competitive markets, regardless of market or station characteristics. They also have tremendous
implications for the current ownership proceeding at the FCC. One unambiguous consequence of
further industry consolidation and concentration will be to diminish both the number of minority-
owned stations and the number of female-owned stations. The FCC should seriously consider the
effects on women and minority owners and their listeners before it moves to enact policies that will
lead to increased market concentration.

Indeed, though we did not examine historical trends in female and minority radio station ownership
in this study, Out of the Picture found that previous pro-consolidation policies enacted by the FCC in
the late 1990s had a significant impact on minority TV station ownership, indirectly or directly
contributing to a loss of 40 percent of the TV stations that were minority owned as of 1998. The FCC's
2003 State of the Radio Industry report found that from 1996 to 2003, the number of unique radio
station owners had decreased by 35 percent, even as the overall number of stations increased by 6
percent.*® (Notably, this study wasn't made public until last fall when a copy was leaked to California
Sen. Barbara Boxer). These trends certainly can be attributed to the policies contained within the 1996
Telecommunications Act and subsequent FCC decisions that facilitated massive industry consolidation.

! The pairwise correlation between market rank and percentage minority population shows a negative relationship, with a Pearson’s r of -0.32 at
p <0.0001 (i.e. the percentage of a market’s population that is made up of racial and ethnic minorities tends to decrease as the market size
decreases).

“ See Appendix B for details. These results hold when station-owner ratio and audience share HHI are examined in separate equations.

* See Appendix B for details. These results hold when station-owner ratio, audience share HHI, and market revenue HHI are examined in separate
equations.

“ See Appendix B for details. Control variables include total market population, the percent minority population in the station’s market, the
percent female population in the station’s market, and whether or not the station is AM. These results hold when station-owner ratio and
audience share HHI are examined inseparate equations.

* See Appendix B for details. Control variables are the same as indicated above. These results hold when station-owner ratio and audience share
HHI are examined in separate equations.

“ Review of the Radio Industry, 2003, Federal Communications Commission, Media Bureau, Industry Analysis Division, September 2003.
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Minority Ownership of Radio Stations is Low
Even in Markets with Large Minority Populations

Because broadcast radio stations are geographically limited in their market reach, information about
female and minority ownership at the local level is more telling than the national aggregate. The
traditional geographic boundary used for analysis of radio markets at the local level is the Arbitron
market. These markets encompass over 80 percent of the entire 11.S. population. But unlike Nielsen's
Designated Market Areas (DMAs), Arbitron markets do not cover the entire country, nor do they
capture all of the licensed radio stations. Thus our analysis at the market level excludes the 40 percent
of radio stations that lie outside of Arbitron markets.

Like ownership at the national level, minorities are vastly underrepresented at the Arbitron market
level, even in areas where minorities are the majority. The same is true for women, even though
nationwide they comprise a majority of the population.

Minority-owned stations are present in 154 of the nation’s 298 Arbitron radio markets. Examination of
individual racial and ethnic groups shows only modest overlap between different minority groups,
mostly in the larger markets that have higher proportions of minority populations. Of the 154 markets
with a minority owner, over two-thirds have just a single minority group represented (see Figure 21).
Only the Houston, Texas and Washington, DC markets have four of the five minority groups
represented. No market has all five,

Figure 21: Arbitron Radio Markets and Ownership Diversity:
Number of Unique Minority Groups in Market

Race/Binic Groupe n Market | Nemberof [ percentaran | SR TR
{Among Stations Owners) Markels Markets These Markets

None 144 48.3 14.5

One 103 34.6 36

Two 35 1.7 34.7

Three 14 4.7 39.7

Four 2 0.7 48.9

All Five ] 0 N/A

Sowrce: FCC Form 323 filings; BIA Financial; Iree Press Research

Black- or African-American owned stations are in 100 of the 298 markets, while Hispanic- or Latino-
owned stations are present in 81 markets. Asian-owned stations are present in 32 markets, while
stations owned by Native Hawaiian or Pacific Islanders are located in four markets. American Indian-
or Alaska Native-owned stations are in six of the 298 Arbitron markets. Non-minority-owned stations
are present in every single Arbitron market.
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In 23 of the 298 U.S. Arbitron radio markets, minorities comprise a majority of the population.
However, even in these markets the percentage of radio stations owned by minorities is still relatively
low. In two of these 23 markets (Stockton, Calif. and Las Cruces, N.M.) minorities own no stations.
Minorities own a majority of stations in only one of these markets, Laredo, Texas (see Figure 22).

Figure 22: Arbitron Radio Markets with
'Majority-Minority' Populations

Percent Minority Pﬂ‘ceﬂ? L ]?:adlo
Maiket Market Population in Stalignsin
Rank Market Market Owned
: by Minorities

205 |[Laredo, TX 95.1 62.5

58 |McAllen-Brownsville-Harlingen, TX 88.1 45.5

76 |El Paso, TX 3.0 10.5

64 |Honolulu, HI 80.0 9.7
227 |Las Cruces, NM 67.5 0.0

2 |Los Angeles, CA 64.3 26.8

12 |Miami-Ft. Lauderdale-Hollywood, FL 63.7 333

136 |Corpus Christi, TX 60.9 21.4

66 |Fresno, CA 60.3 10.3

29 |San Antonio, TX 539.3 24.4

100 [Visalia-Tulare-Hanford, CA 58.2 28.6

180 |Merced, CA 36.0 20.0

126 [Victor Valley, CA 56.0 233

35 |San Jose, CA 558 188

129 [Fayetteville, NC 53.7 10.5
270 |Albany, GA 53.7 6.3

25 |Riverside-San Bernardino, CA 52.7 23,1

81 [Stockton, CA 52.6 0.0

70 |Albuguergque, NM 523 5.6

6 Houston-Galveston, TX 515 309

78 |Bakersfield, CA 50.5 9.4

4 San Francisco, CA 50.0 13.6
236 |Santa Fe, NM 50.0 27.3

Source: FCC Form 323 filings; BIA Financial; Free Press Research

Overall, in 288 of the 298 U1.S. Arbitron radio markets, the percentage of minorities living in the
market is greater than the percentage of radio stations owned by people of color. In total, people of
color own more than 25 percent of a market’s stations in just 24 of the nation’s 298 radio markets;
they own more than one-third of the stations in just seven markets.
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Hispanics or Latinos form a plurality or majority of the population in 11 Arbitron markets.* In one of
these markets (Las Cruces, N.M.), there are no Latino or any minority owners, Latinos own a majority
of the stations in just one of the seven markets where Latinos comprise a majority of the population
(Laredo, Texas). There are Latino owners present in 22 of the 25 top markets by Latino population.
However, even in these markets, the level of Hispanic or Latino ownership is up to eight times below
the proportion of the Latino population living there (see Figure 23). In 277 of the 298 radio markets,
the percentage of Latinos living in the market is greater than the percentage of local radio stations
owned by Latinos.

Figure 23: Top 25 Arbitron Radio Markets by Hispanic or Latino Population

. .| Percent of Radio
Percent Hispanic Stati z
Market or Latino ations in Market
Market gt Owned by
Rank Population in Hispani
Market ETRaT
Latinos

205 [Laredo, TX 95.4 62.5

58 |McAllen-Brownsville-Harlingen, TX 88.3 45.5

76 |El Paso, TX 82.3 10.5
227 |Las Cruces, NM 65.5 0.0
136 |Corpus Christi, TX 58.1 214

29 |San Antonio, TX 528 22.0
100  |Visalia-Tulare-Hanford, CA 527 28.6
180 |Merced, CA 48.0 13.3

66 |Fresno, CA 46.8 7.7
236 |Santa Fe, NM 45.1 273

12 |Miami-Ft. Lauderdale-Hollywood, F1j 44.6 20.0
126 |Victor Valley, CA 43.9 233

2 Los Angeles, CA 43.7 12.7

70 |Albuquerque, NM 43.5 5.6

78 |Bakersfield, CA 42.7 9.4

80 |Monterey-Salinas-Santa Cruz, CA 42.2 273

25 |Riverside-San Bernardino, CA 417 15.4
187 |Odessa-Midland, TX 40.1 10.0
137 |Palm Springs, CA 40.1 0.0
253 |Pueblo, CO 398 50.0
200 |Yakima, WA 39.3 0.0
108 |Modesto, CA 37.6 16.7
207 |Santa Maria-Lompoc, CA 36.9 214
211 |Santa Barbara, CA 36.9 7.1
120  |Oxnard-Ventura, CA 36.0 25.0

Sowrce: FCC Form 323 filings; BIA Financial; Free Press Research

T Latinos form a majority in the following markets: Laredo, Texas; McAllen-Brownsville-Harlingen, Texas; El Paso, Texas; Las Cruces, N.M.; Corpus
Christi, Texas; San Antaonio, Texas; and Visalia-Tulare-Hanford, Calif.. Inaddition, Latinos form a plurality in Merced, Calif; Fresno, Calif; Miami-Ft.
Lauderdale, Fla; and Los Angeles.
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While there is only one Arbitron radio market where African-Americans constitute a majority of the
population (Albany, Ga.), the African-American proportion of the population is at or above the
nationwide level in all 298 rated markets. However, black-owned stations are present in just a third of
these markets. Figure 40 shows the 25 markets with the highest percentages of African-Americans
living within each market. Three of these markets have no African-American-owned stations
(Meridian, Miss.; Monroe, La.; and Jackson, Tenn.), even though more than a third of the population
is African-American.

In the 22 remaining markets, the level of African-American-ownership is up to 12 times below the
black proportion of the total population (see Figure 24). In 282 of the 298 radio markets, the
percentage of African-Americans living in the market is greater than the percentage of local radio
stations owned by African-Americans.

Figure 24: Top 25 Arbitron Radio Markets by Black or African-American Population

Percent Black or Sf:;(:::: ;r::l ‘:;::l
Market Kkt African Al:nerr‘mn Owned by Blacks
Rank Population in A
Mibiss or African
Americans

270 |Albany, GA 51.6 6.3
118 |lackson, MS 46.7 28.6

49 Memphis, TN 45.0 4.8
273 |Columbus-Starkville-West Point, MS 44,1 28.6
202 |Rocky Mount-Wilson, NC 42.5 37.5
186 |Columbus, GA 41.9 333
216 |Florence, SC 41.4 4.5

151 |Montgomery, AL 40.5 10.5
297  |Meridian, MS 40.2 0.0
132  |Shrevepor, LA 38.2 333
57 |New Orleans, LA 38.1 3.1
155 |Macon, GA 37.7 7.7
257 |Monroe, LA 34.4 0.0
109 |Augusta, GA 342 20.0

91 |Columbia, 5C 34.0 32.0
158 |Savannah, GA 338 16.7
219 |Hilton Head, SC 33.7 20.0
290 |lackson, TN 33.7 0.0
129  |Fayetteville, NC 33.6 53

77 |Baton Rouge, LA 32.4 5.6
269 |Valdosta, GA 32.0 13.3
88 |Charleston, SC 31.7 10.3

41  |Norfolk-VA Beach-Newport News 31.2 8.3

55 Richmond, VA 30.7 19.4
234 |Tuscaloosa, AL 30.2 14.3

Sowrce: FCC Form 323 filings; BIA Financial; ree Press Research
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Honolulu is the only Arbitron market where Asians constitute a majority of the population, and Asian
owners control three of the 31 commercial radio stations there. There are no Asian owners present in
15 of the 34 markets where the Asian proportion of the population is at or above their nationwide
level. In 281 of the 298 radio markets, the percentage of Asians living in the market is greater than the
percentage of local radio stations owned by Asians.

Figure 25: Top 25 Arbitron Radio Markets by Asian Population

Percent Asian Percent of Radio
Market SR 4 4
Rank Market Population in | Stations in Market
Market Owned by Asians
64 [|Honolulu, HI 535.1 9.7
35 |5an jose, CA 29.4 6.3
4 San Francisco, CA 21.5 6.8
2 Los Angeles, CA 13.3 11.3
81 |Stockton, CA 13.0 0.0
39 Middlesex-Somerset-Union, N| 11.7 20.0
27 Sacramento, CA 10.2 57
17  |San Diego, CA 9.7 3.8
284 |lthaca, NY 9.5 0.0
14 |Seattle-Tacoma, WA 2.4 5.5
1 New York, NY 8.8 10.2
8  |Washington, DC 8.3 13.6
66 |Fresno, CA 8.2 2.6
147 |Ann Arbor, MI 7.9 0.0
222 [Champaign, IL 7.8 0.0
112 |Morristown, NJ 7.3 0.0
171 |Anchorage, AK 6.9 0.0
141 |Trenton, NJ 6.8 22.2
120 |Oxnard-Ventura, CA 5.9 0.0
32 |Las Vegas, NV 5.8 0.0
180 [Merced, CA 5.7 6.7
11 |Boston, MA 5.6 32
245 |Lafayette, IN 5.6 0.0
6 Houston-Galveston, TX 5.5 3.6
80  [Monterey-Salinas-Santa Cruz, CA 5.4 0.0

Source: FCC Form 323 filings; BIA Financial; Free Press Research

There are no American Indian or Native Alaskan owners present in 59 of the 61 markets where the
American Indian or Native Alaskan proportion of the population is at or above their nationwide level.
In 294 of the 298 radio markets, the percentage of American Indian or Native Alaskans living in the
market is greater than the percentage of local radio stations owned by this minority group.

There are no Native Hawaiian or Pacific Islander owners present in all 10 of markets where the Native
Hawaiian or Pacific Islander proportion of the population is at or above their nationwide level. There
are no Native Hawaiian or Pacific Islander-owned stations in the Honolulu Arbitron market.

Stations owned by women are present in just 126 of the 298 U.S. Arbitron radio markets. Women
make up the majority of the population in 253 of the 298 U.S. Arbitron radio markets, and are above
46 percent of the population in the remaining 45 markets. However, in there are no women owners
in 144 of the 253 markets where women comprise a majority of the population.

The Stamford-Norwalk, Conn. market is the only market in the U.S. where women own more than
half of the stations, and the only market where the percentage of stations owned by women exceeds
the percentage of women living in the market. (Cox Enterprises owns four of the six commercial
stations in Stamford-Norwalk, Conn.) In total, women own more than 25 percent of a market's
stations in just 18 of the nation's 298 radio markets; they own more than one-third of a market's
stations in just six markets.
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The National Reach of Female
and Minority-Owned Radio Stations

Unlike the TV market, the average minority listener is reasonably likely to live in an area that is served
by at least one minarity-owned radio station. But there are still many minorites wha live in markets
that are not served by a minority owner. And far more women live in markets that aren't served by a
female-owned station.

Female-owned stations reach 57 percent of all women and 57 percent of all people living in Arbitron-
rated markets (see Figure 26). [lowever, the average radio market has 18 male-owned stations but only
one station owned by a woman.

Minority-owned stadons reach 90.9 percent of all minorides living in Arbitrron-rated markets, and
reach 81.6 percent of all people living in these markews (see Figure 26). However, the average radio
market has 18 white-owned stations but just two minority-owned statons,

Figure 26: Population Reach of Female- and Minarity-
Owned Stations in Arbitran Radio Markets

W percent of All Persons Living in Rated Markets Reached
B percent of Own Population Living in Rated Markets Reached

§

909

8 8 &8 88 3 38 3

-
Q

u ’
Women  Minority Amer lnd Asian ulr-llﬂt Hispanic Nat Haw./

JAK Native Affican or Latino  Paclsl.

Source: FCC Fopm 323 [Tiings; BIA Financial; U.S. Census Bureaw; Free Press Research
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Female- and Minority-Owned Stations Are More Likely
to Be AM Stations in Larger Radio Markets

Of the 10,506 total full-power commercial broadcast radio stations, 4,393 are AM stations and 6,113
are FM stations. FM stations are considered to be more valuable properties than AM stations, because
FM stations on average have larger listening audiences and demographics coveted by advertisers, which
translates into higher station revenues.'® This is due in part to the fact that the FM format allows for
higher quality music broadcasting,

The already low level of [emale and minority broadcast radio ownership is even lower in the more
valuable FM market. Women own an estimated 5.54 percent of all FM stations and 6.63 percent of all
AM stations. Minorities own an estimated 5.61 percent of all FM stations and 10.65 percent of all AM
stations.

Breaking the numbers down further, African-Americans own an estimated 2.80 percent of all FM
stations and 4.35 percent of AM stations. Latinos control 2 percent of FM stations and 4.15 percent of
AM stations. American Indian/Alaska Natives own 0.27 percent of the FM stations and 1.73 percent of
the AM stations, while Asians control 0.27 percent of the FM stations and 0.33 percent of AM stations
(see Figure 27 and Figure 28).

Figure 27: Ownership of Full-Power Commercial AM Radio Stations
By Gender and Race/Ethnicity

AM Stations
Percent of All Estimated Actual
Category Owner Pmhey Commercial Peroanlf}f;\l]
ﬂr{\h‘i Full-Power AM Commercial Fu.ll—
i Radio Stations in?:n‘\M Radic
Stations*
Female 280 6.37] 6.63]
Gender Male 3 3,501 79.74 81.3%
No Controlling Interest 519 11.7 12.06
Unknown 923 2.09
(Amer.Indian/AK Native 74 1.68 1.73
Asian 14 0.32] 0.33)
Black or African American 179 4.07] 4.35
Hispanic or Latino 171 3.89 4.15|
Race/Fthnicity|Nat. Hawaiian/Pac Isl. 4 0.09 0,09
All Minority 442 10.06 10.65]
Non-Hispanic White 3,615 £2.31 85.20
No Controlling Interest 181 4.12] 4,14
Unknown 155 3.51
Total 4,393

Sowrce: FCC Form 323 filings; Free Press Research
* Estimates are based on knoun owners and estimates of the ounership of stations where
ownership gender andfor race could not be determined

“ In our sample, the average audience share for AM stations was 0.48, significantly lower than the 1.77 share for FM stations. The AM stations in
our sample had an average annual station revenue of $649,000 per station, significantly lower than the average for FM stations, which was
approximately 51.8 million per station.
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Figure 28: Ownership of Full-Power Commercial FM Radio Stations
By Gender and Race/Ethnicity
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Figure 29: Dwnership of AM and FV Radio Stations
By Gender/Race Ethnicity

B Percent of All B Percent of Al
Minority-Owned Stalions Female-Owped Stations
70 B Percent of All 1 Percent of All
Not=Minoniy-Ohwaed Statkoms Nuir-Female-Dwaied Stnions
. .
. . 59.4 )
0| 570 344
54,0/
5o 40,0
L34 1.6
lul
"
20
10
0 — — *
™ AN (22}

Sorgzr WL keone 299 Mla s ke Moo et
Swidtetfianty hgraTaamd ol < A U012 ** Jilfemerine T i bl sfgraifart ot g L

Off The Dial: I emale and Minarity Radio Station Ownership in the United Stares Jure 2067 g



Women also own a disproportionately high level of stadons that are not in Arbitron-rated tadio
markets. While 39 percent of stations not owned by women are located in unrated markets, 42.4
percent of female-owned stations are located in these smaller, less lucrative areas (see Figure 30).

Figure 30: Ownership of Radio Stations in Arbitron-Rated Markets
By Gender/Race Ethnicity

B Percent of Minority- | Perent ol Female-
Owninl Stations Owned Staticins
B Percent ol Non-Minority H percent of Non-Femabe-
L Owmed Stations Owned Stations
w 763
T 1
6.0
m ‘7 1§ ——
30 t
f 424
404 3.0
n
o 23.7
0
i
1] 3 : - 7 £ E e
In Rated Markets  In Unested Markets o Hated Markets I Unrated Markets

Source: FCC Form 373 jilings; BIA Itnancial; Frée Press Research
* dijjerence is statistically significant at p < 0.001; | dilicrence is statistically significant at p < 0.10

For minority owners the opposite is true. Nearly eight out of every 10 minoritv-owned stations are in
Arbitran-rated markets. For non-minority owners, six out of every 10 stations are located in rated
markets. This is in part driven by demographics: Minarites tend 10 own statons where the minority
population is higher. This tends 10 be the case in the larger radio markets (see Figure 31).

Figure 31: Minority Population in Markets with
Minority-Owned Full-Power Commercial Radio Stations

@ Markets Where Corresponding

351 330 Minoriry-Uwned Statlon s Are Present
| Markets Whare Corresponding
n Minority Owned Stations Are NOT Present
281
202
1% 14.5

ity Ameedall A, Bhiskie Hispmeic Natin)
AK Natise Aldcan  orlating  Paclsl
American
Source: FCC Form 323 Jilings; BIA Financial; Free Press Research
* difference i statistically significant at p < 0,001
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Though a disproportonately high level of women-owned radio statons are in unrated markets, the
female-owned stations that are in Arbitron markets tend to be in the larger markeis. The average
market tank for female-owned siadon in Atbioron markes is 104.5, significandy higher than rank of
the average non-female-owned siadons, which is 116.1. (The largest markel, New York, is ranked No.
1; the smallest Atbitron market, Casper, Wyo., is tanked No. 299.)

The same pattern is also seen faor the minority-owned radio statdons in Arbitron markets. The average
market Tank for these stations is 83.4, a significandy higher rank than non-minorig-owned satons,
which average just tinder 119 (see Figure 32).%°

Figure 32; Average Market Rank
By Gender/Race Ethnicity

B Minerity-Owned Stations ® Female-Owned Stations
0| m Non-Misority-Owned Stations © Noo-Female-Owned Stations
1= 118.7 16
104.5

100
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20
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Average Market Rank of Stations in Arbitron Radio Markets

Source: FCC Form 323 jilings; BIA inancial; Free Press Research
* dijjerence is statistically significant at p < 0.001; ** dilevence is statistically signijicant at p < 0.05

* These results are the exact oppasite of those reported by Ryerly using the flawed FCC summary reperts of Form 373 data. Ryerly concluded:
“[ata show that bath wemen and minarity breadcasters serve mainly small-town and rural areas.” This error is attributable tc bath the fact that
the Form 323 summaries missed a substantial amount of stations (mastly those owned by larger group owners) and that Byerly used the
cammunity of license as the assessment of markets served by wemen and minarity owners, even thaugh the site of the tower is a poor measure
of the actual media market. Furthermore, the use of the Form 323 summaries did nat enable comparisons with nan-minority and non-female
stations. (See "Questioning Media Access: Analysis of FOC Women and Minority Ownership Data” Benten Foundation and Sodial Scence
Research Cauncil, Octcher 2006.)
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Female and Minority Ownership Is Complementary

One of the recurring themes exhibited in the data generated by this study is that female and minority
radio station ownership is complementary on a number of levels. Tor example, female-owned stations
are present in 53.9 percent of the Arbitron markets that have a minority-owned station; by
comparison, female-owned stations are only found in 29.9 percent of the markets that do nat have
minority-owned statons. And the reverse is e as well: Minority-owned stations are found in 65.9
percent of the Arbitron markets that have a female owner, versus just 41.3 percent of the markers that
do not have a female owner present (see Tigure 33).

Figure 33: Female and Minority Radio Ownership:
Markets Where Female or Minority Owners are Present

B Markets w/ Minorty-Owned Stations B Mackets w) Female-Owned Stations
B Markets w/o Minority-Owned Stations U Mackets w)o Female-Owned Stations

70 .
65.9

.
53.9

a0

m

e Percent af Markets
with a Female Owner with a Minority Owner
Source: FCC Form 323 [ilings; Free Press Rescarch
* dijjerence is statistically significant ai p < 0.001

We also found that the percentage of a station’s ownership voting interest held by women is
significantly higher at minoritv-owned stations than it is at non-minoritv-owned stations. Among the
minority-owned sations, the average perceniage of vates held by women was aver 20 percent,
compared to 13.5 percent at stations not owned by people of color.™ The level of female voting interest
control at non-female-owned stations was quite low, just under 9 percent.”

" Difference is statistically significant at p < 0.001
' The level of fernale uating interest cantraol at female-cwned stations is 82.9 percent. This difference is statistically significant at p < 0.001.
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Female- and Minority-Owned Stations:
Format Diversity, Market Revenue and Audience Share

Our data indicate there are significant differences in the formats aired by minority and non-minority
owners, but not generally among female and non-female owners. This explained by the fact that
minority owners are more likely to choose formais that appeal o minority audiences. But these
differences have a practical impact on the market status of minority-owned stations, as measured by
audience ratings and share of market revenues.

The largest format category aired by minority owners is the Spanish formai, accounting for nearly one-
third of all minority-owned stations.”” The second and third largest formats at minority-owned stations
are the Religion and Urban formats, which respectively account for 17.4 percent and 16.8 percent of
minority-owned stations. In wmal, these three formars are aired on wo-thirds of all minority-owned
stadons bue only 15 percent of staions now owned by minorities. The largest format aw non-minarivy-
owned stations is the counury format, which is aired av a fifth of these saions (see Figure 34).

Figure 34: Top Station Format Categories

By Race/Ethnicity
Formats of Formats of
Minority-Owned Non-Minority-Owned
Stations Stations
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Sotirce: FCC Form 323 [iiings; BIA Finandial; Free Press Research

There is relatively little difference in the formats aired by female-owned stations versus those not owned
by women. Both groups have the same top five formats (Counuy, Adult Contemporary, Religion,
News, and Oldies), which account for approximately 60 percent of each group's respective stations (see
Appendix A, Figure A-3).

7 BlA Media Access Pre lists 20 farmat categores Adult Contemparary, Album Orented Rock/Classic Rock, Classical, Contemperary HitsTop 40,
Country, Easy Listening/Beautiful Music, Ethric, Jazz/New Age, Middle of the Rcad, Miscellanecus, News, Nostalga/Big Bard, Oldies,
Public/Fducaticnal, Religion, Rack, Spanish, Sports, Talk, and Urban. Within each farmat category, staticns can be assigned nurmercus farmats.
Far example, the *Spanish” format category contains formats such as Mexican, Ranchera. Reggaeton, Spanish, Spanish Adult Cantemparary,
Tejang, and Tropical.
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The difference in formats aired on minority-owned stations is quite stark from those aired on other
stations. Among the 20 general station format categories, minoritv-owned stations were significantly
more likely 10 air Spanish, Religion, Urban, and Fihnic formais (see Tigure 35). And these owners
were significantly less likely ta air many of the remaining formats, including four out of the five tap
formats by audience share.™

Figure 35: Formats That Air on a Significant y Higher Proportion
of Female and Minority-Owned Stations

35
*  EPercent of All W Percent of All
ALY inority-Owned Stations Female:Owned Stations
30 BPercent of All EPercent of Al
Non-Minoriy-Owned Statlons Non-Female-Owned Stations

15

Spanish  Religion  Urban
Station Format Category
Source: FCC Form 323 flings; BIA Finanda:; Free Press Research

* difjerence is statistically significant at p < 0.001; ** diffevence is statistically significant at p < 0.05
i dijference i stanstically significant at p < (.10

These differences suggest that the race and ethnicity of the owner has a strong effect on the ype of
formats put on the air. The Spanish, Urban and Ethnic formats are general format categories that cater
to racial and ethnic minorities, a smaller demographic than targeted by formats like Top 40 and Rock.
Furthermore, the high propensity for minority owners 1o air religious programming could reflect the
fact that people of color, especially African-Americans, attend church far more regularly than non-
Hispanic whites.™

“ The following formats aired on a significantly lawer percen:age of mincrity-cwned stations as compared o stations not awned by peaple of
cclor: Adult Cantemporary, Album Oriented Rock/Classic Rock, Contemparary Hits/Top 40, Country, News, Nostalgia, Oldies, Rock, Sports(zll at p
< (LOCT); Talk (at p < QL.C5) and Middle of the Road (atp < 0.10).
H See The hssociation of Rel gion Data Archnre;, “Cerera1 Social Survey 2004". Available at

SRRt I his survey ndk ated that '|&5 percent of whites re ported never attendir
muda. whilz only &5 partani ot Jﬂr&dn - dnd 141 partantof olhe” ress repor kad naver ditending thurihe
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The decision on what format to air has important financial implications for license holders. To
advertisers, it not only matters how many people are listening to a particular station. It matters who is
listening to these stations. Radio advertisers, depending on the product they are selling, want to reach
the coveted 18-34 year olds or 25-54 year olds, who they perceive as more responsive to their ads and
more likely to spend money on non-discretionary items. For example, the Urban format stations had
the highest audience share among all formats for the 2006 calendar year. However, these station’s
average share of local market revenue (2004-2005 average) is ranked sixth, 40 percent below the
Album Oriented/Classic Rock format, which only ranked fourth in audience share (see Figure 36).

Figure 36: Station Formats by Average Audience and Market Revenue Shares

Average Shar, Average
Format of Market Format Audience
Revenue Share
Album Oriented/Classic Rock 8.0 Urban 3.5
Country 7.9 (Contemporary Hits 33
Contemporary Hits 7.4 (Country 3.1
Adult Contemporary 7.1 bum Oriented/Classic Rock| 2.8
|Rock 5.6 dult Contemporary 2.7
Urban 4.8 Rack 23
Middle of the Road 4.8 Jazz/New Age 2.1
News 4.0 Easy Listening 21
Oldies 4.0 Middle of the Road 1.9
|Easy Listening 33 News 1.8
Jazz/New Age 3.0 Classical 1.8
Talk 2.0 Oldies 1.7
Spanish 2.0 Spanish 1.2
Classical 1.6 Talk 1.0
Sports 1.6 Mostalgia/Big Band 1.0
Nostalpgia/Big Band 1.5 Sports 0.7
Miscellaneous 1.1 Religion 0.6
Religion 1.0 Miscellaneous 0.5
JEthnic 0.7 Ethnic 0.3

Source: FCC Form 323 filings; BIA Finandal; Free Press Research

In part because the Spanish, Religion and Ethnic formats target smaller segments of the market, the
average shares of audience and market revenue held by minority-owned stations is significantly lower
than the audience and revenue shares of non-minority-owned stations. (This result is also due in part
to the fact that minority-owned stations are more likely to be in the larger markets with more stations
and competition).
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The average audience share for a minority-owned station is 1.23, significantly lower than the 2.1 share
earned by non-minoritv-owned stations. Minority-owned AM stations had an average audience share
of 0.38, while non-minoritr-owned AM stations gamnered a 0.89 share (see Figure 37).

Figure 37: Average Audience Ratings Share

By Gender/Race Ethnicity
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All Stations  AM Stations  I'M Stations  All Stations  AM Stations FM Stations

Source: FCC Form 323 filings; BIA Financial; Free Press Research
* difference is siatistically significant at p < 0.001

Among all saadans, those owned by minarities capwured 2.02 percent of a local market's Teventie on
average, while non-minority-owned staions more than doubled this, controlling 4.83 percent of a
local marked's revenue on average (see Figure 38). These resulis hold even when marked size is taken
inwo account.™

*These results hold even when cantralling for marker size. In a Tobit regressian (censared at share = 0) of audience share (or revenue share) on:
mincrity-owned station, female-cwred station, AM station (all dummy variables), rumber of stations in market, and market populatiorn: 2
minority-owned station has an audience share 0.59 units less than a non-minerity-owned station (p < 0.0001); and a revenue share of 1 72 units
less than a non-mincrity-owned station (p < 0.0001). When format is then cantralled far, the difference for mincrity-owned stations remains
significant (audience share difference of -0.54 al p < 2.0001; revenue share difference of -1.04 at p < 2.0001). However, when the size of the
station cwrer is added to the model (dummy variable for group owner and total number of staticns owned) the magnitude of the difference
between minarity and nor-minority-owned statians decreases (audience share difference of (.19 al p < 0.10; revenue share difference of -0.46 at
p < 0.10). Interestingly, in this full model the difference between female and non-female-owned staticns becomes significant ard positive
(audience share difference of 10,40 at p < 0.001; revenue share differencecf +1.08 atp < 0.001).
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Figure 38: Share of a Market’s Revenue
By Gender/Race Ethnicity

@ Minority-Uwned Stations' B Female-Uwned Stations’
| Share of Market Revenue Share of Market Revenue
e 8 Non-Minority-Owned B Non-Femake-Owned
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Saurce: Form 323 filings; BIA Financial; Free Press Rescarch
* difierence is statistically significant at p<0.001

Interestingly, a significantly higher proportion of female-owned siations had a zero share than did
non-female-owned stations.”® Despite this, we see among all stations that those owned by women have
nearly identical audience and revenue shares as those not owned by women. Furthermore, thaugh the
differences are nat statistically significant, among the stations with more than zera share, thase owned
by wamen have higher audience and reventie share than those thac are no.™?

* Ameng stations in Arbitran markets, 75.6 percent of those owned by women had z zera zudience share average for 7006, 2s compared Lo 0.7
percent of the stations not owned by women (p = 2.0139). For minority-owned stations in Arbitron markets, 34.1 percent had a zerc share versus
19.1 percent of the non-minarity-owned stations (p < 2.0001). The latter result again reflects the differences in formats aired. Nearly 75 percent of
the Ethinic format stations in Arbitron markets eamed 2 zera share, while 45 percent of Religion format stations had azerc share.

" Amaong the stations with a non-7ero audience share, the female-owned stations had an average audierce share of .66 versus a 2.53 share for
the non-female-owned stations (p = 0.33). Alsg, amang this group, the female-owned stations had on average 6.15 percent of local market
revenue, versus a 5.58 percent revenue share for the non-female-owned stations (p = 0.16).
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Ownership and Programming Diversity:
A Case Study of Talk Radio Programming

Though the focus of this study was on structural ownership and not content, recent controversy
surrounding remarks by two prominent talk radio hosts prompted an examination of the airing of talk
radio programming on minority- and female-owned radio stations.

On the April 4, 2007, broadcast of “Imus in the Morning,” host Don Imus referred to the Rutgers
University women's basketball team as "nappy-headed hos." This comment followed a remark by the
show’s producer Bernard McGuirk, who called the women on the team "hard-core hos." McGuirk
also characterized the game between Rutgers and Tennessee as “the Jigaboos versus the Wannabees,”
in a reference to Spike Lee's 1989 movie School Daze.*®

A litde over a week later, as the controversy surrounding Imus' comments intensified, Rush Limbaugh
said on the April 12, 2007, broadcast of his show, referring to Rev. Jessie Jackson and Rev. Al
Sharpton, “They're members of the minority. Don't ever forget that this is the case. Minorities, victims,
members of groups, are allowed to do anything to address their grievances and to get noticed, because,
they're just, they're so oppressed.” Limbaugh added: “The Reverend Jackson will climb all over
everybody who violates his boundaries and his rules - but he has no boundaries. He has no rules. He
never has to apologize. Like I told you, minorities never do anything for which they have to
apologize.”

These comments followed Limbaugh's performance on the March 19, 2007, broadcast of his show,
when the host referred to Sen. Barack Obama (D-IIl.) as a “magic negro” 27 times, picking up on a
phrase in a Los Angeles Times article, and sung the phrase to the tune of “Puff the Magic Dragon.”* In
subsequent broadcasts, the show aired a pre-produced song, “Barack the Magic Negro,” sung by a
white comedian impersonating Rev. Sharpton, who is portrayed as jealous of Obama in the song.*"

These comments raised the question: Do stations owned by minorities air these two shows less than
those owned by non-minorities? After compiling a list of all affiliates that air both shows, we found that
no minority-owned stations aired “Imus in the Morning” at the time of its cancellation. Minority-
owned stations were also significantly less likely to air “The Rush Limbaugh Show” than non-
minority-owned stations.

These results could be due to the fact that minorities own a disproportionately low level of news or talk
format stations, and these formats accounted for 86 percent of the stations that broadcast these two
shows. But minority-owned talk and news format stations were also less likely to air “The Rush
Limbaugh Show” than other talk and news format stations — and no minority-owned talk or news
stations aired Imus (see Figure 39). Stations owned by women were also less likely to air Limbaugh
than stations not owned by women - a result that holds when restricted to just news and talk stations.

* "Imus called women's basketball team ‘nappy-headed hos", Media Matters for America, April4 2007. Available at

hutp://mediamatters ara/items/200704040011

# *Latching onto LA Times op-ed Limbaugh Sings ‘Barack the Magic Negro™, Media Matters for America, March 20, 2007. Avallable at
" i IS, items/ 2007

* “Limbaugh’s Snipe Targets Obama, Musical Parody Called Offersive to Candidate”, Christi Parsons, Chicago Times, May 6 2007.
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Figure 39: Stations that Air'Imus inthe Morning' or The Rush Limbaugh Show'

By Gender/Race Ethnicity
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Sovrce: FCC Form 323 [ilings; BIA Finandial; Host websites; Free Press Research
* diiference is statistically significant at p < 0.001; 1 dificrence is statistically significant at p < 0.10

These resulis were slark enough o raise further quesions. Do women and minorites generally air
conservative programming at lower levels than their counterparts? Are they more likely 1o air
progressive programming?

There is prior evidence that may guide the hypotheses. Minorides end w0 voe for Democratic
candidates and report reladvely high levels of Democraiic Pany idendficaion. White males tend 10 vote
for Republican candidates and have a higher Republican Party affiliation identification. I'or women,
the lines are nat so clearly drawn, with a near even split between the Democratic and Republican
candidates in the 2004 presidential election.®!

Given that minority-owned s@adons are more likely 0 be lacaed in areas with high minority
populaions (see Figure 31), we might expect these owners o air @alk radio programming thae appeals
more 0 a minority audience. Since the sadons owned by women are less concenwrated in specific
geographic areas, and since the palitical preferences of women are not very polarized, we might expect
ta see na difference in the types of programming aired by female station owners.

*n the 2004 natianal exit pdll, 88 percent African Americans reparted veting for the Demacratic presidential candidate, lehn Kenry; 52 percent
of Latings said they voted for Kerry, 56 percent of Asians reported a Kerry vote. However, Kerry's suppart among white nen-Hispanic voters was
much lower, gaining just 41 percent of this demagraphic. Only 44 percent of all men and 37 percent of all white, nan-Hisparic men reparted
vating for Kerry. Kerry earred 67 percent of the nen-white male vote. Wamen were nearly split, with 51 percent of 2ll wemen vating for Kerry,
induding 44 percent of white, nan-Hispanic women. Kerry had large support from non-white wamen, ezrning 75 percent of this dermagraphic’s
vaotes. See hifpe weveronnorm B ECTE R gues fesults/states/UI ST epnlls Whim| for detalls. Ao ordingg to e e, Demoorati  aty
Ul Ameny shites e 27 parcent in 2O, vigsis 2400 parly iden kcation of S peacen U e rsrdcen sware ovarghdmngy
lemoam N8 piercent wersus Just / perc=nt kentibyiny themestves as |l publicans. Lamines reported allernoratic kentitization of #1 percent,
vayaus 22 parrent for (U Women repporad 3 5 percent Lemnoaly Panty identillcation, vAsus M pascent o the (O, ae | he 205 Palltesl
Landsaxe Fvenly Divided and Incrsasinuy olariged,” 1he Pewr Hessanch £ enter for the People and the | Yess, Mow, 5, i avalableat

: o s d el 3 fl=750
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To investigate these hypotheses, we compiled a list of every affiliate of a selection of tp-rated
conservative and progressive hosis and examined differences in the airing of these programs by
minority- and women-owned stations. Tor conservative hosts, we chose Rush [imbaugh, laura
Ingraham, Dr. Laura Schlesinger, Glen Beck and Bill Bennett. T'or progressive hosts we chose
Stephanie Miller, Ed Schulz, Alan Colmes, Randi Rhodes, The Young Turks and Al Franken.®’
Simple two-way comparative resulis are presented below, and Appendix C details a more complex
statistical treatment, which accounts for the variability in awners’ selection whether or not to air any of
the 11 hosis in our sample.

Our daw indicate that minority-owned stations are less likely than non-minority-owned stations 1o air
the conservative programming in our sample (4.6 percent of minority-owned stations, versus 12
percent of the non-minority-owned stations aired at least one of the five conservative hosts). Among
alk and news format sadons, 22.5 percent of minority-owned swadons aired conservative
programming, versus 50.6 percent of the non-minority-owned news and alk stations (see Figure 40)).
Though there was no difference for progressive programming hetween all minority and non-minority-
owned stations, one-fifth of minority-owned news or talk suations aired progressive programming,
versus just one-tenth of the non-minority-owned news and talk stations.

Figure 40: Conservative vs. Progressive Hosts
By Minority-Owned Stations
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Source: FCC Form 393 jilings; BIA linancia; [ lost websites; Pree Press Research
* difjerence is statistically significant at p < 0.001; ** diflerence is statistically significant at p < 0,05

* Syndicatars fer Sean Hannity and Michael Savage refused to provide 2 list of affiliates. Al Franker's show is ne longer en the air. Informaticn an
al hosts was dbtained on May 8-9, 7007 from host or synideator Weh sites, and was not verified for accuracy. These results are merely suggestive,
and further study with a larger sample of hosts would provide further darity. In addition, detailed accounting of voting and party identificaticn
behavior at the caunty level would provide a granular metric of community preferences.
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Stations owned by women were less likely than those not owned by women ta air the conservative
hosts in our sample, though the magniwde of the difference was not as large as was observed in the
case of minority owners (9.2 percent of female-owned stations aired the conservative programming,
versiis 11.6 percent of the non-female-awned stations). Among news and talk format stations, 42.6
percent of women-owned stations aired conservative programming, versus 50.1 percent of the non-
female-owned stations, though this difference is not statisically significant. The progressive
programming did air at a slighty higher level on female-owned news and talk stations (11.5 percent
versus 9.7 percent of the non-female-owned news and alk format stations), but again this difference
was not statistically significant (see Figure 41).

Figure 41; Conservative vs, Progressive Hosts
By Female-Owned Stations
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Savrce: FCC Form 323 jiiings; BIA Financial; Host Web sites; Free Press Research
I difierence s statustically significant at p < 0.10

Interestingly, the presence of a minarity-owned station in a market was significandy correlated with
availability of both conservative and progressive programming. Minority-owned stations were present
in 57.7 percent of markets that aired both tyvpes of programming but only in 48.5 percent of markets
that aired only one type. A similar result was observed for women, though the result is not guite
statistically significant. Female-owned stations were present in 48.6 percent of markets that aired both
types af programming, but only in 37.7 percent of markets that aired only one type (see Figure 42).

In addition, markets that aired both progressive and conservative hosts were significantly less
concentrated that markets that aired just ane type of programming (see Tigure 43). This result, along
with the ather findings in this study, seems to indicate that having greater diversity of ownership -
both in terms of race and gender, as well as market power — leads to greater diversity in programming.
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Figure 42: Programming Diversity and Market Diversity
Markets with Conservative and Progressive Hosts
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Source: FCC Form 323 jilings; BIA Financial; Ilost Web sites; T'ree Priss Research
| difference is statistically significant at p < 0.10; | | difference at p< 0.135

Figure 43: Market Concentration and Programming
Markets with Conservative and Progressive Hosts
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Source: FCC Form 323 [ilings; BIA Financial; Host Web sites; Free Press Research
* dijerence is statistically significant at p < 0.001; ** difference 15 statistically signijicant at p < .05
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Overall, the markets that aired conservative programming were more concentrated than the markets
that aired progressive programming (see Figure 44), a result that holds for all three measures of
concentration used in this study.

Figure 44: Market Concentration and Programming
Conservative vs. Progressive Hosts
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Source: FCC Form 323 filings; BIA Uinancial; [last Web sites; Trec Press Research
* difference is statistically significant at p<0.001; ** difference is statistically significant at p<0.05

There were similar differences in the airing of these programs depending on the size of the station
awner and whether a station is locally owned. Single-station owners aired conservative programming
an 7.2 percent of their stations, while those wha owned more than ane station aired this type of show
an 12.1 percent of their stations. Among the news and talk format stations, 23.8 percent of the stations
owned by single-station owners aired conservative programming, while multiple station owners aired
this programming on 52.7 percent of their talk and news format stations. News and talk format
stations owned by single-staion owners did air progressive programming at a slightly higher level than
multiple station owners, though the difference was not statistically significant (see Figure 45).

Group owners (those who control stations in multple markets or more than three stations in a single
market) aired significanty higher levels of conservative programming. GCroup owners aired
conservative programming on 12.5 percent of their siaions, versus just 8.5 percent of the non-group-
owned stations. Among the news and alk format satons, 53.6 percent of the siations owned by group
owners aired conservative programming, while multiple station owners aired this programming on
35.6 percent of their talk and news format stations (see Figure 46).
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Figure 45: Conservative vs. Progressive Hosts
By Single-Station Owners
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Source: FCC Form 323 jilings; BIA Financial; [last Web sites; Free Press Research
* dijjerence is statistically significant at p < 0.001

Figure 46: Conservative vs. Progressive Hosts
By Group Station Owners
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* difierence is statistically significant at p < 0.001
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Finally, our study also found that local station owners aired significantly lower levels of conservative
programming compared to non-local owners. locally owned stations aired the conservative
programming on 9.9 percent of their stations versus 12.6 percent of the non-locally owned siations.
Among the news and talk format stations, 43.2 percent of the locally owned stations aired conservative
programming, compared to 54.3 percent of the non-locally owned talk and news format stations (see
Figure 47).

Figure 47: Conservative vs. Progressive Hosts
By Locally Owned Stations

60
SPercent of Stations that
are Locally Owned
50 B Percent of Stations that are
Not Locally Owned
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'l-?. 0
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2 | — — |
All Seatlons News/Talk Stations All Stati News/Talk Stati
Airlng Conservative Hosts Alring Prosressive Hosts

Source: FCC Form 323 jilings; BIA Financial; I1ost Web sites; Free Press Research
* dijjerence is statistically significant at p < 0.001

Taken wogether, these daa seem w0 indicate thae poteniial ane-sidedness on the radio dial in terms of
political programming may have just as much 1o do with who the owners are as it does with the
demands of market listeners. Where markets are less concentrated and have more diversity of
awnership, we see more variety in programming. This result may seem obvious. But policvmakers may
have forgotten the reasan behind ownership rules that mitigate media market concentration and
consalidation: Increasing diversity and localism in ownership will produice more diverse speech, more
choice for listeners, and mere owners whao are respansive to their local communities and serve the
public interest.
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Conclusions and Recommendations

As the FCC goes back to the drawing board to reconsider media ownership rules, it must pay close
attention to the Third Circuit's strong language regarding the Commission's failure to adequately justify
its rule changes in regards to female and minority ownership. It is not sound policymaking to assert
that diversity, localism and female/minority ownership are important goals, but then ignore the effects
that rule changes have on these goals. Furthermore, it is a failure of responsibility to gather valuable
information on ownership but then do nothing with the data. And it is inexcusable to continue to
release data summaries the Commission knows to be flawed.

The findings of this study, and those in Out of the Picture, are crucial first steps toward understanding
the true state of female and minority broadcast ownership and the effects of FCC policy on these
owners. But more work needs to be completed, such a longitudinal studies examining the changes
produced by the 1996 Telecommunications Act. The Commission should conduct this work and pay
close attention to the changes in ownership over time.

The results of our two studies on female and minority broadcast ownership demonstrate that any policy
changes that allow for increased concentration in television and radio markets will certainly decrease
the already low number of female- and minority-owned broadcast stations. Enacting regulations that
lead to such outcomes directly contradicts the Commission's statutory and legal obligations under the
1996 Telecommunications Act. Instead, the Commission should consider pro-active policies that
protect and promote female and minority ownership.

It is important to note that the effects of other policies aimed at increasing female and minority
broadcast ownership — such as tax credits, relaxed equity/debt attribution rules, incubator programs, or
digital channel leasing — will be negligible in an environment of increased market consolidation at
the local level.

The Commission needs to think hard about the damages brought about by the misguided policies of
the late 1990s, which radically increased market concentration. In the radio sector alone, it is hard for
a new entrant to get into the business by purchasing a single station. The realities of the consolidated
marketplace mean that owners must control multiple stations in multiple markets to realize the
economies of scale that are needed to prosper. But these economies of scale are artificial creations
based on poor public policy decisions. The FCC has a social responsibility to restore an environment
that rewards localism and dedication to community service.

In addition, we recommend the Commission take the following actions:

* The FCC Media Bureau should conduct annual comprehensive studies of every licensed broadcast
radio and television station to determine the true and evolving level of female and minority
ownership.

¢ The study should examine the level of ownership at both the national level and at the
local DMA and Arbitron market levels.

¢ The study should be longitudinal, examining the changes since 1999, when the
Commission began gathering gender and race/ethnicity ownership information.

o The study should focus on station format and content, particularly paying attention to
local news production.

o The study, as well as the raw data, should be made available to the public.
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* The FCC should revise and simplify the public display of individual Form 323 station filings.

o A citizen searching for the owner of a local station should easily be able to ascertain the
true identity of a station owner, and the Commission should make it easier to find out
the true identity of past owners.

o The practice of station licenses being held by layers of wholly owned entities should be
thoroughly examined by the Commission. While this practice may serve a purpose for
the tax liability of license holders, it serves no purpose in the identification of the those
controlling the public airwaves.

o Broadcast licenses are awarded for temporary use of the public airwaves, and the
identities of the owners should be clearly stated on a single form,

¢ The Commission should expand the universe of stations that are required to file Form 323.

o Currently, no owners of Class-A, translator or low-power stations are required to file
ownership information with the FCC. However, the Commission states that these
classes of stations are important entry points for female and minority owners. To
validate this hypothesis, the Commission should extend the obligation of filing Form
323 to these stations.

o Currently all noncommercial educational broadcasters file Form 323-E, which does not
solicit information about the gender, race, and ethnicities of station owners. The
Commission should require their owners to disclose this information.

¢ The FCC should not take any action on media ownership rules until it has thoroughly studied the
issue of female and minority ownership and analyzed the effects of past policies.

o The FCC should also complete the open proceeding on how to better implement
Section 257 of the 1996 Telecommunications Act before proceeding with any
rulemaking, **

In addition, Congress should move to authorize the expansion of low-power FM (LPFM) radio licenses
to 3rd adjacent channels on the dial. The interference problems cited to curtail community radio in
the past have been disproved, and the distribution of new licenses is long overdue. This would open
thousands of new local stations across the country and promote opportunities for diverse voices to use
the public airwaves. The LPFM stations that have been licensed to date have been a tremendous
success, exemplifying the goal of a more diverse media system. Expanding access to these localized,
non-commercial licenses would not solve the problem of minority ownership. But LPFM represents
the quickest way to bring minority owned stations online while the FCC works to solve the long-term
structural problems that have perpetuated a legacy of under-representation.

% MB Docket No. 04-228, “Media Bureau Seeks Comment on Ways to Further Section 257 Mandate and to Build on Earlier Studies” DA 04-1690,
June 15, 2004.
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Appendix A - Additional Tables

Figure A1: Full Ownership Summary

Gender of Owner
No Controlling
RacefEthnici ty o f Female Male Interest [or Unknown Total Percenitof Percent of
Gender R All Unique
Owner All Stationsf = 0
#of Total#| #of Total®| #of Total#| #of Total#| #of Total#
Unique of Unique of Unigque of Unique of Unigque of
‘Owners Stations| Owners Stations| Owners Stations| Owners Stations| Owners Stations

Amt"rlc.‘ln fndjan/ak 1 3 10 26 1 1 ) o 12 30 0.3 .4
Native

|Asian 8 23 14 64 2 3 0 o 24 90 0.9 0.8
Black or Alrican American 15 22 104 305 B 16 3 3 130 346 3.3 4.6
Hispanic or Latino n 24 88 229 18 36 0 0 128 289 2.8 4.5
Native Hawaiian or Pacific a 0 4 21 0 0 0 0 1 21 0.2 0.0
Islander

‘White, Non-Hispanic 236 522 1,786 7,787 278 612 0 0 2300 8921 84.9 B0.8

No Controlling Interest ”

o £t II'I.g_ i o 0 8 9 14 521 0 o 22 530 5.0 0.8

for Race/Ethnicity

Unknown Race/Ethnicity 14 15 75 92 7 7 132 165 228 279 2.7 8.0
Total 296 609 2,086 8,533 328 1196 135 168 2,845 10,506 100 100
All Minorities 46 72 217 645 29 56 3 3 295 776 7.4 10.4
Percent of All Stations 58 81.2 11.4 1.6 100

Percent of All Unique 10.4 73.3 11.5 4.7 100

Owners
Souwrce: FOC Form 323 filings; BIA Financial; Free Press Research
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Figure A2: Full Ownership and Format Summary

By Race/Ethnicity
American Native No PR
Indian Bl?‘k o Hispanicor | Hawaiian/ | White, Non- | Controlling | Unknown a Nhn::;ly— |
[Alaska AL sdcean Latino Pacific Hispanic | Interest for Race Ovy ik
Native American Islander Race Stations
Number of Number of Number ol Number of Number of Nuumber o Number of Number of Nuzmber o Numiber of
Slallons Siations Siations Statlons Statloms Statlons Stations Siations Stations Stations
I!:t:enl "’;E‘“‘ l'v:r:;.wl TO(:: Pemcent ::?;rm l.’c:fﬂ I_Frm H::Ecm I?m H.‘l:?nl P'I"_':;;“ Percent :“0:: l\!:;m I;?;;: Pencent 3';“’“ l'ﬁl:;:ll FMMI
0 ol
ey Snion | X oo s (74 Sucon A Stnons 'O a5 S 7 Sanonef (SR S| ST o
3 5 7 5 H 1,317 50 FE] 25 1425 |
0.2 10.0 | 0.4 5.6 0.5 2.0 0.4 1.7 04 238|934 148)] 42 113] 16 8.2 2 3.2 100 13.6
i 3 7 0 0 393 13 rd i 553
0.2 3.3 .4 22 1.3 2.0 0.0 0.0 0.0 0.0 | 892 55 7.8 8.1 13 2.5 2 1.3 100 53
o (1] (1] 4] (1] 28 1 1 0 30
00 o0 |loe o0 ]oo oo0foo o00foo 00 (933 03] 33 0233 04 0 0.0 | 100 03
[ 1 6 3 0 388 43 3 12 446
0.0 (LX) 0.2 1.1 1.3 1.7 1.1 1.7 0.0 0.0 | 87.0 4.3 9.6 8.1 0.7 1.1 E] 1.5 100 42
] 4 15 9 b 1,812 B 73 46 2,017
0.4 30,0 0.2 4.4 0.7 4.3 0.4 3.1 04 429|898 203| 42 158]| 37 269 2 5.9 100 19.2
0 i 3 3 7 306 (i 7 7 35
0.0 .0 3.4 1.1 6.9 0.6 6.9 0.7 6.9 95 | 69.0 02 (.0 0.0 6.9 0.7 24 0.9 100 03
(1] (1] [] 1 0 43 [] 1 1 45
oo o0 |oo o0 ]|oo o022 o03]oo 00 [956 05|00 o00])] 22 04 2 0. | 100 04
[ 30 4 [ 0 53 1 2 40
0.0 00 | 31.3 333 42 1.2 6.3 2.1 0.0 0.0 | 552 0.6 1.0 0.2 2.1 07 42 5.2 100 0.9
4] (4] [ F 0 3l 4 (4 7 62
0.0 0.0 0.0 0.0 9.7 1.7 1.6 0.3 0.0 0.0 | 823 0.6 6.5 0.8 0.0 0.0 11 0.9 100 0.6
T [ 0 (1] (1] p (1] 1 63
16 33 |oo oo | oo oo oo o0 ]|oo0o 00 |952 07|32 04] 00 00 2 0.1 | 100 06
(1] ) I g (i 98 45 T 10 157
00 00|25 44)] 13 o06)] 25 14 ] o0 00 [624 12 |287 85] 25 14 [ 1.3 ) w00 15
i 5 9 5 0 817 7 i3 0 897
0.1 3.3 0.6 5.6 1.0 2.6 0.6 1.7 0.0 0.0 | 911 92 5.2 8.9 1.4 4.7 2 2.6 100 85
i 0 2 g i 285 i1 10 8 314
03 33|00 o0o]os o066 )13 14|03 48 908 32|35 21|32 3s 3 1.0 | 100 30
3 3 10 7 I 595 33 1. i 7
04 100f 04 3313 29| 09 24 )01 48 | 8.1 78 | 42 62| 36 100} 3 3.1 | 100 74
(1] [ (1] (1] ] T 0 0 0 ES
oo oo |oo o0 |oo oo0f|oo oo oo oo oo o0 | 0o 00| 00 00 0 0.0 | 100 00
[ 7 172 3 T 753 14 (3] 15
00 o0 |o7 78 ]127 35305 17|01 48 |[781 84 | 15 26| 64 222] 14 174] 100 92
3 1 7 3 1 612 39 11 15 677
04 100|001 1] 1o 20f04 10]01 48 |904 69 | 58 74)] 16 39 2 1.9 | 100 64
[1] 16 ] 719 i EELS il S pL S [33]
00 00 | 26 178)] 14 26 353 s8] o0 00 |[570 40 | 14 17 ] 23 50 ] 39 314] 100 59
3 3 3 H 1 435 43 0 20
1.0 167 | 0.6 33 1.2 1.7 1.0 1.7 0.2 48 | 856 49 8.5 8.1 2.0 3.6 4 2.6 100 4.8
3 3 F] 3 0 373 15 - 20 413
0.7 100 | 0.7 33 2.2 2.6 1.2 1.7 0.0 0.0 | 903 4.2 3.6 2.8 12 1.8 E 2.6 100 39
[1] 5 123 3 0 231 36 8 131 406
00 00| 12 56 )303 355007 10]oo 00 [569 26| 89 e8] 20 29] 32 169] 100 39
30 50 396 7859 G FO21 530 779 776 10,506 |
03 1wo|oos 1wo0)] 33 wo| 28 1wo|o2 100|849 100|550 wo|2y wo] 74 1wo] 100 100

Source: 'CC Torm 323 filings; BIA Financial; I'ree Press Research
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Figure A3: Full Ownership and Format Summary

By Gender
No Controlling
Female Male Interest for Unknown Total
3 Gender
. Gender
Format Category I ons | Number of Stations | Number of Stations | Number of Satlons | Number of Sadons
Percent of Percent of] Percent of Peient ol Percent of Percent ol Percent ol Percent off Percent ol Percent ol]
Format's Own | Format's Own Format's Own Format's  Own Format's All
Statlons  Stations | Stations  Statons | Stations Stations | Stations Siations | Stations  Stations
[Adult 81 1,174 153 17 1,425
Contemporary 5.7 13.3 82.4 13.8 10.7 12.8 1.2 10.1 100 13.6
Album Oriented/ 28 455 68 2 553
Classic Rock 5.1 4.6 823 5.3 12.3 5.7 0.4 1.2 100 5.3
Classical 2 - 2 0 30
6.7 0.3 86.7 0.3 6.7 0.2 0.0 0.0 100 0.3
Contemporary 15 374 35 2 440
Hit Radio 3.4 25 83.9 4.4 12.3 4.6 0.4 1.2 100 4.2
Country 137 1578 350 52 3017
6.8 22,5 78.2 18.5 12.4 20.9 2.6 310 100 19.2
Dark - Not on air < £l = - <
6.9 0.3 72.4 0.2 13.8 0.3 6.9 1.2 100 0.3
Easy Listening ki 35 3 0 45
15.6 1.1 77.8 0.4 6.7 0.3 0.0 0.0 100 0.4
Ethnic 11 77 [ 2 96
11.5 1.8 80.2 0.9 6.3 0.5 21 1.2 100 0.9
5 a8 9 0 62
JazzNew Age 81 08 | 774 06 | 145 o8 | 00 00 | w00 o6
Middle ot the 4 32 7 [i] 63
Road 6.3 0.7 82.5 0.6 11.1 0.6 0.0 0.0 100 0.6
Miscellaneous © 93 24 2 157
3.8 1.0 60.5 1.1 34.4 4.5 1.3 1.2 100 1.5
News 43 743 102 7 897
) 4.8 7.1 83.1 B.7 11.4 B.5 0.8 4.2 100 8.5
Nostalgia/ Big 9 353 38 5 374
Band 6.1 3.1 80.3 3.0 12.1 3.2 1.6 3.0 100 3.0
. 49 621 95 15 780
Oldies 63 80 | 796 73 | 122 79 | 19 89 | 100 7.4
blic/ 0 4 0 0 q
Educational 0.0 0.0 100.0 0.0 0.0 0.0 0.0 0.0 100 0.0
Religi 69 778 83 33 963
S 72 113|808 91| 86 69 [ 34 196 | 100 92
Rock 38 558 76 5 677
3.6 6.2 82.4 6.5 11.2 6.4 0.7 3.0 100 6.4
Spanish 30 335 45 11 621
4.8 4.9 86.2 6.3 7.2 3.8 1.8 6.3 100 5.9
|Sports 20 117 [ 5 508
3.9 3.3 82.1 4.9 13.0 5.5 1.0 3.0 100 4.8
Talk 18 357 36 2 413
4.4 3.0 B6.4 4.2 8.7 3.0 0.5 1.2 100 3.9
Urb 25 331 44 [ 406
g 62 41 | 815 39 | 108 37 | 15 36 ] 100 39
Total 60-5 8333 1196 168 10,506
5.8 100 81.2 100 11.4 100 1.6 100 100 100
Source: FCC Form 323 filings; BIA Financial; Free Press Research
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Figure A4: Top Formats

By Race/Ethnicity
Minority-Owned Stations Non-Minority-Owned Stations
Number of| Percent of Number of | Percent of
Format Minority | Minority Per‘u:n_l o Format _,'\I(m_ _N(m Pcm:n} il
Slations Statbon All Stations] .\‘fll‘lf]nl.}' Mll)f]rlt}' All Stations|
Stations Stations
Spanish 244 31.4 2.3 Country 1,971 203 18.8
Le!igiun 135 17.4 1.3 IAdult Contemporary 1,400 14.4 13.3
Urban 131 16.9 1.2 MNews 877 9.0 4.3
Country 46 5.9 0.4 Religion 828 8.5 7.9
Ethnic 40 5.2 0.4 Idies 756 7.8 7.2
Adult Contemporary 25 3.2 0.2 Rock 662 6.8 6.3
Oldies 24 3.1 0.2 Album Oriented/Classic Rock 543 5.6 5.2
News 20 2.6 0.2 ports 488 5.0 4.6
Sports 20 2.6 0.2 “ontemporary Hits/Top 40 434 4.5 4.1
Talk 20 2.6 0.2 alk 393 4.0 3.7
Rock 15 1.9 0.1 Spanish 377 3.9 3.6
Contemporary Hits/Top 40 12 1.5 0.1 Nostalgia/Big Band 306 3.1 29
Album Oriented/Classic Rock 10 1.3 .1 Lirban 275 2.8 2.6
Miscellaneous 10 1.3 o1 iscellaneous 147 1.5 1.4
Nostalgia/Big Band 8 1.0 o1 Middle of the Road 62 0.6 0.6
Dark - Not on air 7 0.9 o1 Ethnic 6 0.6 0.5
lazz/New Age 7 0.9 0.1 lazz/New Age 55 .6 0.5
|Easy Listening 1 .1 .0 Easy Listening 44 .5 0.4
Middle of the Road 1 0.1 .0 “lassical 30 0.3 0.3
Classical 0 0.0 0.0 Dark - Not on air 22 0.2 0.2
JPublic/Educational _[I 0.0 0.0 Public/Educational i .0 0.0
|'I'ma! 776 1Ky 7.4 |I'0la] 9730 100 92.6
Sowrce: FOC Form 323 filings; BIA Financial; Free Press Research
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Figure A5: Top Formats

By Gender
Female-Owned Stations Non-Female-Owned Stations
Number of| Percent of Number of | Percent of

Format Female Female Per‘u:n_l of Format Non Non Pcm:n} =

Stations Stations AU Female Female PR
Country 137 225 13 JCounuy 1,880 19.0 17.9
Adult Contemporary 81 13.3 .8 iAdul Contemporary 1,344 13.6 12.8
|Religion 69 11.3 0.7 Religion 894 9.0 8.5
Oldies 49 8.1 0.5 News 854 8.6 8.1
News 43 71 0.4 Idies 731 7.4 7.0
Rock 38 6.2 0.4 Rock 639 6.5 6.1
Spanish 30 4.9 0.3 spanish 591 6.0 5.6
Album Oriented/ Classic RocH 28 4.6 .3 um Oriented/ Classic Rocl 525 5.3 5.0
Urban 25 4.1 0.2 ports 488 4.9 4.6
|Sports 20 33 0.2 ~ontemporary Hits [Top 40 431 4.4 4.1
Nostalgia/Big Band 19 E% | 0.2 Talk 395 4.0 3.8
Talk 18 3.0 .2 Lirban 381 3.9 3.6
Contemporary Hits/ Top 40 15 25 0.1 Nostalgia/Big Band 295 3.0 2.8
Ethnic 11 1.8 .1 Miscellaneous 151 1.5 1.4
Easy Listening 7 1.2 0.1 Ethnic 85 0.9 0.8
Miscellaneous [ 1.0 .1 iddle of the Road 59 0.6 0.6
lazz/New Age 5 0.8 0.0 lazz/New Age 57 0.6 0.5
Middle of the Road 4 0.7 0.0 Easy Listening 38 .4 0.4
(Classical 2 0.3 .0 “lassical 28 0.3 0.3
Dark - Not on air s 0.3 0.0 Dark - Not on air 27 0.3 0.3
Public/Educational 0 0.0 0.0 Public/Educational 4 0.0 0.0
kotal 602 100 5.8 otal 9897 100 94.2

Sowrce: FOC Form 323 filings; BIA Financial; Free Press Research
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Appendix B - Statistical Appendix |

Market Concentration and Female and Minority Radio Station Ownership

To examine the relationship between minority-ownership of full power commercial radio stations and
radio market concentration, several econometric models were constructed. We chose to treat minority
or female station ownership as a dependent variable, and examine the probability that a given station {or
market) will be minority- or female-owned (or contain a minority- or female-owned station) given the
characteristics of a market, including the market concentration,

These probability models are generally specified as:
femownsta = a + fi{concentration); + fa2(mkipop): + fs(pctminor); + fo(pcifem); + Bs(AM)i + &
minownsta = 0 + f1{concentration); + fi-(mktpop); + fis(pcrminor); + fis(petfem); + fs(AM); + &
femownmkt = a + B (concentration); + fo(mktpop); + fs(pctminor); + Ba(pctfem); + ps(minownmbkt); + &

minownmkt = 0. + f;(concentration); + f2(mktpop); + fis(pctminor); + fs(pctfem); + fs(femownmkt); + &

Where

femownsta = dummy variable for a female-owned station.
minownsta = dummy variable for a minority-owned station.
femownmkt = dummy variable for a market with a female-owned station.
minownmkt = dummy variable for a market with a minority-owned station.
concentration = One of three variables, each measured in separate equations
HHIshare = the HHI for a particular market, based upon station audience share.
HHIrev = the HHI for a particular market, based upon an owner’s share of market revenue

stationratio = the number of commercial stations in a market divided by the number of unique owners in
that market

mktpop = the total population living in the Arbitron market.

petminor = the percentage of a market’s population that is of minority racial or ethnic status.
petfem = the percentage of a market’s population that are women.

AM = dummy variable for an AM station

Each probability model was investigated using Probit models with robust standard errors.

The results are presented below in Figures B1-B12. These results generally suggest that the probability
that a given radio station is minority-owned, or female-owned, is significantly lower in more
concentrated markets, even if market and station characteristics are held constant. This result is also
seen when examining the probability that a market will have a minority-owned radio station or a
female-owned radio station. Furthermore, the presence of a minority-owned station in a market
increases the probability that a particular market will also have a female-owned station.
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Figure B1:

Dependent Variable = station owned by a minority (0 or 1)

Probit
Coefficient
(sig w/ robust std. error)
Ratio of Number of Stations per -0.0851
Unique Owner in Market (0.050)**
Total Market Population 5(%)65)(‘);;)’
Percent Minority 0.0224
Population in Market (0.000)***
Percent Female 0.0247
Population in Market (0.371)
- 03915
AM Station (0.000)***
-3.2589
constant
{0.021)**
N =06381

pseudo-R* = 0.0097

* = significant at 10% level; ** = significant at 5% level; *** = significant at 1% level

Source: Form 323 filings; BIA Financial; ree Press Research

Figure B2:

Dependent Variable = station owned by a female (0 or 1)

Probit

Coefficient

(sig w/ robust std. error)

Ratio of Number of Stations per -0.2302
Unique Owner in Market (0.000)***
o
Total Market Population -228x10
(0.036)**
Percent Minority 0.0029
Population in Market (0.067)*
Percent Female 0.019
Population in Market (0.473)
- 0.0569
AM Station
(0.281)
-2.0779
constant
(0.123)
N = 6381

pseudo-R* = 0.0130

* = significant at 10% level; ** = significant at 5% level; *** = significant at 1% level

Source: Form 323 filings; BIA Financial; ree Press Research
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Figure B3:

Dependent Variable = station owned by a minority (0 or 1)

Probit

Coefficient
(sig w/ robust std. error)

HHI Audi Sh -0.000183
udience Share (0.000)***
)
Total Market Population 9.75x10
(0.282)
Percent Minority 0.2248
Population in Market (0.000)***
Percent Female 0.0605
Population in Market (0.045)**
- 03915
AM Station
(0.000)***
-4.9643
constant
(0.001)***
N = 6381

pseudo-R* = 0.1015

* = significant at 10% level; ** = signilicant at 5% level; *** = significant at 1% level

Source: Form 323 filings; BIA Financial; ree Press Research

Figure B4:

Dependent Variable = station owned by a female (0 or 1)

Probit
Coefficient
(sig w/ robust std. error)
-0.000189
HHI Audience Share
{0.000)*=*
Total Market Population 3.98 x 10°
{0.001)***
Percent Minority 0.0036
Population in Market (0.025)**
Percent Female 0.0536
Population in Market (0.066)*
AM Station 0.07
{0.179)
-4.0759
constant
{0.005)*=*
N=6381 pseudo-R* = 0.0076

* = significant at 10% level; ** = signilicant at 5% level; *** = significant at 1% level

Source: Form 323 filings; BIA Financial; ree Press Research
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Figure B5:

Dependent Variable = station owned by a minority (0 or 1)

Probit
Coefficient
(sig w/ robust std. error)
HHI Revenue Share -0-000035
(0.159)
Total Market Population 1(?)28)‘7;;)’
Percent Minority 0.022
Population in Market (0.000)***
Percent Female 0.03
Population in Market (0.292)
- 0.4
AM Station (0.000)***
constant -3.6172
{0.012)*=
N=6381 pseudo-R* = 0.0989

* = significant at 10% level; ** = signilicant at 5% level; *** = significant at 1% level

Source: Form 323 filings; BIA Financial; ree Press Research

Figure B6:

Dependent Variable = station owned by a female (0 or 1)

Probit
Coefficient
(sig w/ robust std. error)
-0.00003
HHI Revenue Share
{0.239)
Total Market Population 2.53x10°
0.021)**
Percent Minority 0.0034
Population in Market (0.034)**
Percent Female 0.0262
Population in Market (0.338)
. 0.0807
AM Station
0.122)
-2.924
constant
{0.034)**
N=6381 pseudo-R* = 0.0037

* = significant at 10% level; ** = signilicant at 5% level; *** = significant at 1% level

Source: Form 323 filings; BIA Financial; ree Press Research

Off The Dial: Female and Minority Radio Station Ownership in the United States

June 2007

66



Figure B7:

Dependent Variable = market with a minority-owned station (0 or 1)

Probit Probit
Coefficient Coefficient
(sig w/ robust std. error) (sig w/ robust std. error)
Ratio of Number of Stations per -0.2124 -0.1847
Unique Owner in Market (0.100)* (0.169)
. 1.04x 10° 9.84x 107
Total Market Population (0.000) = (0.000)*=
Percent Minority 0.0569 0.0564
Population in Market (0.000) *** (0.000)***
Percent Female -0.0082
Population in Market (0.936)
Female Owner in Market 0.2434
emale Owner in Marke (0.219)
-1.296 -1.0202
constant
{0.001)*** {0.219)
N =298

pseudo-R* = 0.4021

pseudo-R? = 0.4061

* = significant at 10% level; *~ = significant at 5% level: * ** = significant at 1% level

Source: Form 323 filings; BIA Financial; ree Press Research

Figure B8:

Dependent Variable = market with a female-owned station (0 or 1)

Probit Probit
Coefficient Coefficient
(sig w/ robust std. error) (sig w/ robust std. error)
Ratio of Number of Stations per -0.4545 -0.3864
Unique Owner in Market (0.000)*** (0.001)***
Total Market Population 8.92x 10 5.45x 10°
{0.212) {0.406)
Percent Minority -0.0012
Population in Market (0.828)
Percent Female 0.0817 0.0874
Population in Market (0.312) (0.295)
Minerity O in Market 0.4843
inority Owner in Marke
o4 {0.013)**
-3.3013 -3.9589
constant
(0.422) (0.352)
N=298 pseudo-R? = 0.0581 pseudo-R? = 0.0786

* = significant at 10% level; *~ = significant at 5% level: * ** = significant at 1% level

Source: Form 323 filings; BIA Financial; ree Press Research
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Figure B9:

Dependent Variable = market with a minority-owned station (0 or 1)

Probit Probit
Coefficient Coefficient
(sig w/ robust std. error) (sig w/ robust std. error)
HHI Audience Share -0.000276 -0-000247
(0.056)* (0.092)*
Total Market Population 9(350:01)(1 e 9(320301)(1 .
Percent Minority 0.0572 0.0567
Population in Market (0.000) *** (0.000)***
Percent Female 0.012
Population in Market (0.909)
Female Owner in Market 0.2459
{0.199)
-1.2792 -2.0123
constant
(0.001)**~ {0.701)
N =298

pseudo-R* = 0.4018

pseudo-R* = 0.4059

* = significant at 10% level; *~ = significant at 5% level: * ** = significant at 1% level

Source: Form 323 filings; BIA Financial; ree Press Research

Figure B10:
Dependent Variable = market with a female-owned station (0 or 1)
Probit Probit
Coefficient Coefficient
(sig w/ robust std. error) (sig w/ robust std. error)
. -0.00055 -0.000475
HHI Audience Share
{0.000)*** {0.001)***
Total Market Population 3.62x 10 7.98x 10°
{0.585) {0.896)
Percent Minority -0.0003
Population in Market (0.958)
Percent Female 0.151 0.1488
Population in Market (0.079)* (0.090)*
Minerity O in Market 0.4548
inority Owner in Marke
o4 {0.017)**
-6.8886 -7.1217
constant
{0.110) {0.107)
N=298 pseudo-R* = 0.0622

pseudo-R? = 0.0814

* = significant at 10% level; *~ = significant at 5% level: * ** = significant at 1% level

Source: Form 323 filings; BIA Financial; ree Press Research
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Figure B11:

Dependent Variable = market with a minority-owned station (0 or 1)

Probit Probit
Coefficient Coefficient
(sig w/ robust std. error) (sig w/ robust std. error)
HHI Revenue Share -0.000062 -0.000052
{0.408) {0.484)
Total Market Population 1(8?);01)(1 e 9((9)60301)(1 .
Percent Minority 0.0566 0.056
Population in Market (0.000) *** (0.000)***
Percent Female -0.0114
Population in Market (0.912)
Female Owner in Market 0.2735
{0.156)
constant -1.6063 -1.1383
{0.000)*** {0.829)
N =298

pseudo-R* = 0.3975

pseudo-R* = 0.4026

* = significant at 10% level; *~ = significant at 5% level: * ** = significant at 1% level

Source: Form 323 filings; BIA Financial; ree Press Research

Figure B12:

Dependent Variable = market with a female-owned station (0 or 1)

Probit Probit

Coefficient Coefficient
(sig w/ robust std. error) (sig w/ robust std. error)

-0.0002 -0.00017
HHI Revenue Share

{0.003)*** {0.007)***
Total Market Population 6.10x 10* 3.05x 107

{0.385) {0.628)
Percent Minority -0.0024
Population in Market (0.674)
Percent Female 0.0978 0.0991
Population in Market (0.231) (0.239)
Minority O in Market 0.5217

inority Owner in Marke
o4 {0.007)***

-4.5368 -4.899
constant

{0.274) {0.253)
N=298 pseudo-R* = 0.0469 pseudo-R* = 0.0699

* = significant at 10% level; *~ = significant at 5% level: * ** = significant at 1% level

Source: Form 323 filings; BIA Financial; ree Press Research
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Appendix C - Statistical Appendix|l

Market Concentration and Progressive vs. Conservative Talk Show Hosts

To examine the relationship between conservative versus progressive talk show programming and
radio market concentration, several econometric models were constructed. The first set of models
examines the effect that the presence of conservative or progressive in a market has on market
concentration, In order to control for market-specific effects, several control variables were used:
market population, the percent of minority population within a given market, the presence of a

minority-owned station within a given market, and the presence of a female-owned station within a

given market. This approach is also used to examine the relationship between markets that aired both

types of programming and market concentration.

These models are generally specified as:

HHIshare = a + fii(progmkt); + fiz(conmkt); + fs(mktpop): + Ba{pctminor); + fs(minownmkt); +
Ps(femownmkt); + &

HHIrev = a + fi(progmkt); + f>(conmkt); + fs(mkipop); + fa(pctminor); + fs(minownmbkt); +
fs(femownmbet); + &

stationratio = o + f;(progmkt); + fo(conmkt); + Bs(mktpop)i + Ba(pctminor); + fs(minownmkt); +
Be(femownmkt); + &;

HHIshare = a + fi;(bothmkt)+ fi;(mktpop); + Ps(pctminor); + fs(minownmkt); + fis(femownmkt); + &
HHIrev = a + fi(bothmkt)+ fia(mkipop)i + Bs(pctminor): + fa(minownmkt): + Bs(femownmkr); + &

stationratio = o + f;(bothmkt) + fo(mktpop); + Bs(pctminor); + fo(minownmkt); + fs(femownmbkt); + &

Where

HHIshare = the HHI for a particular market, based upon station audience share.
HHIrev = the HHI for a particular market, based upon an owner’s share of market revenue

stationratio = the number of commercial stations in a market divided by the number of unique owners in that

market
progmkt = dummy variable for a market that aired at least one of the six progressive hosts.
conmkt = dummy variable for a market that aired at least one of the five conservative hosts.
bothmkt = dummy variable for a market that aired both types of programming
mktpop = the total population living in the Arbitron market.
petminor = the percentage of a market’s population that is of minority racial or ethnic status.
femownmkt = dummy variable for a market with a female-owned station.

minownmkt = dummy variable for a market with a minority-owned station.

Each model was investigated as OLS models with robust standard errors.

The results are presented below in Figures C1-C3. These results generally suggest that markets that air
conservative programming are more concentrated, and markets that air progressive programming are

less concentrated. They also indicate that markets that air both types of programming are less
concentrated than the market where just one type of programming is available.
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Figure C1:

Dependent Variable = HHI Audience Share

OLS OLS
Coefficient Coefficient
(sig w/ robust std. error) (sig w/ robust std. error)

Market airing a progressive -121.5
host (0.088)*
Market airing a conservative| 360.7
host (0.000) 7+

-0.0001 -0.0001
Total market population

{0.000)*** {0.000)***
Percent minority -0.025 0.067
population in market (0.992) (0.979)
Minority-owned station in 264.7 271.1
market (0.000)*** (0.000)***
Female-owned station in -182.6 -179.1
market (0.007)*** {0.008)***
Market airing BOTH a _118.8
conservative host and a
progressive host (0.094)*

1865.2 22224

Constant

{0.000)*** {0.000)***
N =280 R*=0.2139 R*=0.2119

*= signi?icam at 10% level; ** = signil

ficant at 5% level; *** = significant at

% level

Source: Form 323 filings; BIA Financial; Host websites; I'ree Press Research
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Figure C2:
Dependent Variable = HHI Revenue Share

OLS OIS
Coefficient Coefficient

(sig w/ robust std. error) (sig w/ robust std. error)

Market airing a progressive -361.8
host (0.014)7*
Market aiting a conservative| 92.5
host (0.565)

-0.0002 -0.0002
Total market population

(0.001)*** {0.001)***
Percent minority -9.13 -9.04
population in market (0.104)* (0.106)
Minority-owned station in -451.1 -457.1
market (0.020)** 0.018)**
Female-owned station in -457.0 -453.6
market (0.001)**= 0.001)***
Market airing BOTH a 3593
conservative host and a
progressive host (0.014)**

4247.6 4336.9
Constant

{0.000)*** {0.000)***
N =280 R® =0.2276 R*=0.2272

* = significant at 10% level; ** = significant at 5% level; **~ = significant at 1% level

Source: Form 323 filings; BIA Financial; Host websites; I'ree Press Research
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Figure C3:
Dependent Variable = Number of Stations per Unique Owner

OLS OLS
Coefficient Coefficient
(sig w/ robust std. error) (sig w/ robust std. error)
Market airing a progressive -0.133
host (0.078)*
Market aiting a conservative| 0.580
host (0.000) %+
-0.0000 -0.0000
Total market population
{0.641) {0.657)
Percent minority -0.002 -0.002
population in market (0.518) (0.547)
Minority-owned station in -0.230 -0.239
market (0.020)** (0.015)**
Female-owned station in 0.219 0214
market (0.007)*** (0.008)***
Market airing BOTH a -0.129
conservative host and a
progressive host {0.086)*
2.267 2.842
Constant
{0.000)*** {0.000)***
N =280 R* = 0.0989 R* =0.0952

* = significant at 10% level; ** = significant at 5% level; **~ = significant at 1% level

Source: Form 323 filings; BIA Financial; Host websites; I'ree Press Research

We also wanted to investigate the relationship between station owner gender or race/ethnicity, and the
propensity to air either type of programming. Because there are underlying reasons that dictate the
choice of whether or not to air any of these 11 hosts, it is best to first model the probability that a
station will choose to air any of the 11 shows (selection model), then based on that result, estimate the
outcome - whether a station aired a conservative or progressive host (outcome models). This approach
is desired when dealing with a “limited” variable such as this, where only 12.6 percent of all 10,506
stations aired any of the 11 hosts.
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The selection models was specified as:

shows = a + fi;(minownsta); + f>(femownsta); + fis(singleown); + ps(localown); + ps(mktpop);: + fis(pctminor);
+ fiz(starev); + fis(newsform); + fis(talkform); + &

The outcome models were specified as:
consta = a + fi; (minownsta); + fi»(femownsta); + fis(singleown); + fs(localown); + fis{mbktpop ) + fis(pctminor);
+ fiz(starev); + &

progsta = o + fi(minownsta); + fa(femownsta); + fs(singleoun); + fy(localown); + Bs(mbktpop); +
Bs(petminor); + fi-{starev); + &

Where

shows = dummy variable for a station that aired any of the 11 shows

progsta = dummy variable for a station that aired at least one of the six progressive hosts.
conmkt = dummy variable for a station that aired at least one of the five conservative hosts.
femownsta = dummy variable for a female-owned station.

minownsta = dummy variable for a minority-owned station.

singleown = dummy variable for a station owned by a single station owner,

localown = dummy variable for a station that is locally owned.

mktpop = the total population living in the Arbitron market.

pctminor = the percentage of a market's population that is of minority racial or ethnic status.
starev = average station revenue for 2004-2005.

newsform = dummy variable for a news format station

talkform = dummy variable for a talk format station

Each model was investigated as a Heckman maximum likelihood model.

The results are presented below in Figures C4-C5. These results generally suggest that minority and
single-station owners are less likely to air conservative programming, and more likely to air progressive
programming, The coefficient for local ownership was not statistically significant in the outcome
models.
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Figure C4:

Dependent Variable = Station Airs a Conservative Host (0 or 1)

Heckman Maximum Likelihood Estimation Probit

Selection Model Outcome Model
(=1 if airs any progressive | (=1if airs a conservative
N=10,506 or conservative host) host)
Coefficient Coefficient
(significance) (significance)
-0.195 -0.446
Minority-Owned Station
(0.018)** (0.053)*
. -0.0310 -0.0048
Female-Owned Station (0.699) (0.984)
Station owned by Single -0.175 -0.421
Station Owner (0.003)*** {0.007)***
. -0.114 0.112
Locally Owned Station (0.003)7=* (0.324)
. -2.66 x 10* -1.48 x 10-7
Total Market Population (0.028)** (0.000)***
Percent Minority Population -0.001 0.0002
in Station's Market (0.346) {0.953)
Station Revenue (2004-2005 3.46x 10° 0.0002
average, in thousands $) {0.523) {0.001)***
F (=N 1.726
ormat = News
(0.000) ***
Format = Talk 1571
(0.000) ***
Constant -1.389 1.031
(0.000)*** (0.000)***

* = significant at 10% level; ** = significantat 5% level; *** = significant at 1% level

Source: FCC Form 323 filings; BIA Financial; Host websites; I'ree Press Research
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Dependent Variable = Station Airs a Progressive Host (0 or 1)

Figure C5:

Heckman Maximum Likelihood Estimation Probit

Selection Model Outcome Model
=1 if airs any progressive =1 if airs a progressive
N = 10,506 Y brog Prog
- or conservative host) host)
Coefficient Coefficient
(significance) (significance)
L . -0.196 0.552
Minority-Owned Station (0.017)%* (0.008)***
. -0.0310 -0.0160
Female-Owned Station (0.699) (0.940)
Station owned by Single -0.175 0.261
Station Owner (0.003)*** (0.068)*
. -0.114 -0.011
Locally Owned Station (0.003)7=* (0.907)
. -2.69x 10° -1.29x 10-7
Total Market Population (0.027)** (0.000)"**
Percent Minority Population -0.001 0.0019
in Station's Market (0.344) (0.483)
Station Revenue (2004-2005 -3.38x 10° -0.0002
average, in thousands $) {0.532) {0.000)***
F (=N 1.722
ormat = News
(0.000) ***
Format = Talk 1581
(0.000) ***
Constant -1.389 -0.637
(0.000)*** (0.000)***

* = significant at 10% level; ** = significantat 5% level; *** = significant at 1% level

Source: FCC Form 323 filings; BIA Financial; Host websites; I'ree Press Research
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